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= “TO MAKE MORE SALES FOR YOU 
promised you a campaign to de- 
Wrertce ese Dorr our your soma nents 


TO CELEBRATE THE 
—1b™ of JULY 


( AMERICA'S BIRTHDAY ) 


tion-wide movement to use Noma Lights for 
celebrating the Fourth of July. 


Hardware Dealers and Electrical Dealers 
everywhere are making displays of Noma red, 
white and blue lights as decorations for the 
house, the porch, the garden walls, trellises, 
hedges, to be lit up on the evening before and 
the night of the Fourth. 

We are telling people to come to you for sug- 
gestions on decorating. They will come to you 
also for replacements and additional Noma 
Outfits. 


Decorate your show windows with these 
twinkly little Mazpa lamps. Leave them on at 
night, the weeks preceding the Fourth. Have 
a display of all your Noma Lights on a promi- 











nent counter. (If you’re short, send your or- teen eee cima nies teaiy di saaue. Comal. 30 Haden Sunt, Noo Yo Cy 
der to your jobber at once, and he’ll get outfits You need no electrician to strang up Norge Light 


=~ 
ltle wembty 107 in any mebination then taby Dom tamer 


to you in time.) Send for four-color poster en- 


largements of this Saturday Evening Post ad, = 
for display, if you have not received one. NOMAS2LIGHTS 
Cash in on this big campaign, which creates es 


new uses and will make new sales for you. 
Let’s all light up for the Fourth of July. 











First of full page ads. appearing in the Saturday Eve- 

ning Post, June 23rd and 30th. Send for beautiful 4- 

color poster enlargement of this advertisement for your 
window display. It is FREE. 


Noma ELeEctric CorPORATION 
840-844 Hudson St., New York 









‘ 








— 
t 


LIGHTS 


USE THEM FOR ALL CELEBRATIONS © 1928 
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It means money to you to have the @TD trade- 
mark on the Twist Drills in your store, because 
Twist Drills are not specialties. They are nar- 
row profit items, and it is hard for most hardware 
jobbers and dealers to avoid an actual loss on them. 
But you have to stock them. 


You can do a great deal to overcome this situa- 
tion. Make up your mind that you will cut the 
hidden costs of buying to a minimum. You can 
save by spending less time with the many differ- 
ent salesmen who call on you. You can cut down 





Here’s Why! 







the number of orders you 
place by concentrating. You 
can reduce office overhead, 
bookkeeping and receiving room 
expense. 


You are probably handling GT D Screw Plates, 
Taps and Dies now—most hardware distributors 
are. GD Drills are second to none in quality 
and they are part of a big line, a line you know 
and have confidence in. 


The GT D trade-mark on your Twist Drills means 
good quality and a greater profit for you. 
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We ran across this O. AMES Scoop 
in a large Indiana factory where it 
had been firing a boiler night and 
day for two years and seven months. 


One of the firemen, Dan Johnson, 
had this to say about his pet O. 
AMES Scoop when we carried it away 
to be photographed. 


“I figure she’s handled about five 
thousand tons of coal and she’s good 
for a lot more. Look at that edge! 
And only an O. AMES is that easy 


ae on my back!” 


: O. AMES has been making good 
shovels since 1774. This experience 
is the preference of shovel-wise buy- 
ers the world over. It pays to specify 


| | SHOVELS-SPADES-SCOOPS 
At good supply houses everywhere 


* AMES SHOVEL AND TOOL CO. . . . Ames Bldg., Boston @ 
f Owners of Oliver Ames & Sons Corp., North Easton, Mass. Est. 1774 333 Note the 
1971 : edge of blade— 
the handle and grip — 


well worn from long use 
but still in good condition 
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CANNON BAL 
BEATS EM ALL 


No Wonder—No building is better than its doors. The door 
is the only part of a building that works and no door is 
better than its hangers. 



















Any closed track protects hangers from weather, dust 
and birds but from there on Cannon Ball wins in 
a walk. The track is 13-gauge hard steel. 
Won’t bend. Can’t twist out of line at 


joints. Self cleaning—no flat or grooved surface 
at the bottom of the track to gather con- 
densed moisture, dust and rust to block 

the wheels or make them run hard. 
Hangers under-slung. Ball wheels 
of hollow pressed steel stay at 
the bottom of the round 
track. Never have to 
be guided—never 
rub the sides of 
the track. 


MAKE HEAVY 
DOORS RUN 
LIGHT 








CANNON 
BALL 
HANGERS 
_ Bring doors close up 
to the bottom of the track. 
Three adjustments: One for 
thickness of doors; one to set doors 
in or out; and one up or down. 


TRACK IN ANY LENGTHS 
Holes to oil hangers. All Styles of Brackets 
for single or parallel tracks fastened to side wall 
or ceiling. Storm cover if wanted. 

Builders who know say it is the easiest to put up. 
Special hangers and fittings 























A Hunt-Helm-Ferris & Co., I 
hen for garage doors. Albany,N.Y. Harvard, Ill. San Francisco, Calif a 
beare Manufacturers of 








even, wears 


5 (2 writer alienate 
atter ildi: 
SERRE anil tor-our sme postereed 4 
ings. 15%” long—too long to 
Jena on ieee «dealer proposition. 
years and not a single complaint. Equipmen 
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From the 


















ACH ARMSTRONG BROS. Pipe Tool is an improved tool— 

a product of the ARMSTRONG Engineers embodying the 
knowledge gained thru over 35 years of expert tool making. 
Each has a world of sales points—superior design, stronger 


materials, finer workmanship and finish. Each has the 
best features of its type, yet is free from the weak 
points which exhaustive tests have exposed in other 
makes. 


This line of Better Pipe Tools was developed 
with the belief that pipe workers would ap- 
preciate really fine tools as much as machin- 
ists do. The large sale of ARM- 

STRONG BROS. Pipe Tools every- 
where has proved this belief to be 
well founded. It is a profitable 
line to push. 





Heavy Duty, 
Barnes Type 
and Saunders 
Type Pipe Cut- 
ters. , 


ARMSTRONG BROS. Pipe Cutters 


Pipe Cutters from ARMSTRONG BROS. Better Line 
of Pipe Tools will stand up under continuous use and 
the hardest working conditions. The bodies, handles 
and swings of these cutters are of Certified Malleable 
Iron. Pins and rollers are tool steel carefully machined, 
hardened and tempered. The adjusting nuts are hard- 
ened steel. The ends of the adjusting rods are hardened 
and bear upon tool steel blocks. Parts are interchange- 
able with similar parts of standard makes. Being of 
Armstrong Bros. quality, they give complete satisfac- 
tion, sell readily and build repeat business. 
















ARMSTRONG BROS. 
Knife Blade Cutter Wheels 


These Cutter Wheels are made from selected Alloy 
Tool Steel. They are accurately machined, heat 
treated, hardened and oil tempered. We believe 
them to be the best designed cutter wheels. They 
cut very much faster and much cleaner than the 
ordinary common steel cutters, yet require less 
power. 


Smooth 
Edge 
Cutter 
Wheels 


ARMSTRONG BROS. Knife Blade Cutter 
Wheels are supplied with either Smooth or 
Knurled Edges. Though they are much thinner 
than the old style common steel wheels, they have 
a full width bearing shoulder and can be used in 
all standard pipe cutters. 





Knurled 
Edge 
Cutter 
Wheels 


Dealers selling ARMSTRONG BROS. Line of 
Better Pipe Tools are aided by extensive national 
advertising, effective dealer helps and the ARM- 
STRONG reputation. They are backed by an 
organization that makes only tools that always 
give absolute satisfaction. 





Catalog P-10 (Armstrong Bros. Pipe Tools), 
Catalog W-27 (Armstrong Wrenches), Catalog 
A-V-27 (Armstrong-Vanadium Wrenches), Cata- 
log T-27 (Tool Holders and Lathe Tools), sent 
upon request. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 





on A RVISTRONG” 
Tool Holders, Lathe Dogs, “C” Clamps, 
Ratchet Drills, Drop Forged Wrenches, 
H.S. Tool Bits. 











! 314 N. Francisco Ave. “ARMSTRONG BROS.” 
Lene — ate es Fg 
CHICAGO, u. S. A, Chain’ Vises. — i mge mes, 
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From the Integrity o 
Srength 





Its Publications Broadly 
Cover the Following 
Industries and 


Trades 
HE individual units of the 
United Publishers Corporation 
set their course with determin- 
ation—and accomplish the ends 
they start out to achieve. 


Automotive 
Automotive Industries 
Automobile Trade Journal 
Motor Age 
Motor World Wholesale 
Operation & Maintenance 
Commercial Car Journal 
Chilton Catalog & Directory 
Automotive Industrial Red Book 


———=_ 





Hardware 
Hardware Age 


Ses bemes ea aeibide Often they pioneer in their various 


industries — discovering, for the mutual 
advantage of their subscribers and adver- 
tisers, business trends which save millions 
of dollars and hours of misdirected effort. 


Jewelry 
The Jewelers’ Circular 


Metal Trades 
The Iron Age 


The Optical Journal 
Petroleum 





eT Se 








\ 


The Petroleum Register 

Oil Field Engineering 
Shoe 

Boot & Shoe Recorder 
Textile 

Dry Goods Economist 

Dry Goods Reporter 

The Drygoodsman 

Pacific Coast Merchant 
Toys 

Toy World 
Warehousing 


Distribution & Warchousing 


239 West 39th Street 


A. C. PEARSON 


Chairman of the Board of 
U.P. 


the FU. 
President of the Textile 
Publishing Co., N. Y¥. C. 


| 
| 
| 
| 
Optical | 
| 
| 
| 


The soundness of the parent company 
makes this service possible. It insures the 
ability to pursue to a successful conclusion 
each task that its units undertake. 


From the standpoint of the 
advertiser such resources 
applied for his personal 
benefit are invaluable. 


















CITT 





lai 












New York City 


Cc. A. MUSSELMAN F. C. STEVENS 
Vice-President of the U.P.C. 
President of the Chilton 
Class Journal Co., Phila. 


FRITZ J. FRANK 
President of the U.P.C. 
President of the Iron Age 


President of the Federal 
Publishing Co., N. Y z. Cc 


Printing Co., N. 


Treasurer of the U.P.C. 
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YE 


the UPC comes the 
of us Individual Units. 


Established 1922 
Published Annually 















The Only 
Specialized 
HARDWARE 
BUYERS’ 
REFERENCE 
CATALOG 
in the 
HARDWARE . 
FIELD —/ 
j ; // Sent to every 
J JOBBER 
/; dea ate, |] and worthwhile 
he Re //. HARDWARE 
DEALER 


OVER 10,000 

Letters of Appreciation 

prove its constant 
value to 


HARDWARE 
BUYERS 


HARDWARE AGE CATALOG 


Published by 


Hardware Age 
239 W. 39th Street New York City 
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Richland workmen build 
these tires for thousands of 
honest miles, and dollars of 
honest profit to you’’777 


O pains are too great, no methods too 

exacting, for the men who build Rich- 
land Tires. They’re men who know their 
jobs, and like them, the pick of the country’s 
rubber workers. 


Richland Tires deserve the confidence and 
backing of good dealers, for thousands of extra 
miles roll under them, and customers repeat. 





This means a steady growing 
business, and gratifying profits. 
Learn about the Richland 
dealer proposition. There’s no 
better in the industry. Write 
for complete information. 










THE RICHLAND RUBBER COMPANY .- MANSFIELD, OHIO 


RICHLAND TIRES 
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Shelves are reinforced to carry 
the maximum load ordinarily 
encountered in retail hardware 
stocks. They are adjustable on 
one-inch centers and may be 
bolted into place where desired 
... The swinging display panels 
always present a neat appear- 
ance while covering an abundant 
stock of the displayed items. 








Steel fixtures for your store 
reflect neatness and quality 


N ange | this line of Steel Display Fix- 
tures, the General Fireproofing Co. feels 
proud of the fact thatit has been ableto extend to 
the Hardware field this new service. The reputa- 
tion that GF products have earned during a quar- 
ter eso of service in the office equipment 
field is the best guarantee back of these fixtures. 


The fundamental strength of steel, and its 
many other obvious advantages, lend a natural 
appeal to these fixtures. Hardware merchants, 
dealing with merchandise of a metallic nature 
know how wearing this merchandise is on 
ordinary display fixtures of wood. And by the 


same token they can readily see the immense im- 
provement that steel would effect. The Doors are 
rigid, never stick or warp. The Shelves are rein- 
forced for heavy stocks. The Display Panels are 
covered with heavy wool felt. The Storage com- 

»artments may be fitted with boxes or drawers 
for vari-sized items. Adjacent sections are bolted 
together and the joint concealed by acornice cap 
that gives the appearance of one solid fixture. 


And finally, the finish, of mar-proof—chip-proof 
enamel is baked on, insuring good appearance 
for years and years of service. Write today for 
the free services of a GF Store Planning Expert. 


THE GENERAL FIRE PROOFING COMPANY 


Youngstown, Ohio 33 


Canadian Plant, Toronto 


BRANCHES AND DEALERS IN ALL PRINCIPAL CITIES 





DISPLAY FIXTURES 


ATTACH THIS COUPON TO 
cece OUR FIRM LETTERHEAD 
H. A 


THE GENERAL FIREPROOFING CO. | 
oungstown, Ohio 

Please send me complete information on the new Hard- | 

ware Display Fixtures of steel. 


Name 
Address ___ 
\ City . = 





soci i Ne sc 
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A Sporting Proposition! 





rl hes if 
i 


= 
a eae 
{ Teton 
CLEANER 











PRESTO 


SANITARY 
PRODUCTS 


Presto Pipe Opener 

Presto Bowl Cleaner 

Presto Tile and 
Porcelain Cleaner 

Presto Waterless 
Cleanser 

Presto Oil Soa > 

Presto Silvershyn 

Presto Furniture 
Lustre 

Presto Met-L-Shyn 

Presto Window 
Cleaner 


Presto Dry Cleaner 


LL of us at heart consider ourselves good sports. 
We're willing to take chances, providing they 
are not too big. 


Thousands of dealers thought they were taking a 
chance when they stocked the 10 Presto Sanitary 
Products cleaning compounds. But Presto has made 
good for them by giving better than 40% profits. 
Likewise it has given them protection from cut-rate 
and chain grocery stores, because Presto is sold 
through hardware channels. Presto has brought 
many women customers into their stores. 


Here’s Our Sporting Proposition to You 


Many dealers have not yet tried selling Presto. We 
want you to find out the profits in Presto Products. 
We're not going to ask you to stock the complete 
line—as a good sport, we ask you to try one Presto 
Product. We want to send you through your jobber, 
2 dozen Presto Tile and Porcelain Cleaner @ *1.20 per 
dozen or *2.40. With them, we will send 24 sample 
cans and advertising folders, free. Give the samples 
and folders to the first24:.women who enter your store. 
It’s our contention that in a short time you will have 
sold the 2 dozen cans at a 50% profit, secured new, 
steady customers, and will be ready for a reorder. 
Are you a good sport? If so, send in the coupon. 


CHAMBERLAIN-HABER CHEMICAL COMPANY 
1105 West 11th Street 33 Cleveland, Ohio 


Will You Accept? 








We’re Good Sports — We Accept Your Proposition 


CHAMBERLAIN-HABER CHEMICAL CO. 
1105 West 11th Street - Cleveland, Ohio 
Gentlemen: es tg 2 dozen Presto Tile and Porcelain Cleaner, @ *1.20 per dozen through our 


job 


r. You are to include 2 dozen sample cans and advertising matter. We agree 


to give the samples to the first 24 women who enter our store. 








et a a eae Lees 


poner heise Dias a oi ee Address 
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a new line of 
hacksaws ¢g 









HE new features of construction and design 
embodied in these Crescent hacksaws offer 
unusual sales possibilities. And there is a size, 
type and price range to cover every consumer 





No. 1046 requirement. 
Adjustable 8-12 inches. Depth of 
—— eee ee The 1046 and 1047 (shown above) are all steel and 
No. 1047 Depth of cut 344 inches. unbreakable. The hollow metal handle pressed from 


Retail price $1.25. : ; ; 
two pieces of heavy gauge steel provides perfect balance in 


the tool and is designed to fit naturally in the mechanic’s 
hand. This handle is securely riveted to a carefully 
constructed, tough steel frame, with unusual strength 
where working strain is centered. Each saw is fitted 


No. 1048 with an 8 inch S. & H. Co. No. 1439 blade. 


Adjustable 8-12 inches. Depth of 
cut 2's inches. Composition handle. 


Retail price $1.00. The measurement details of the 1047 shown above 
are exactly the same as the 1049. The only difference 
being in the handle construction. 





Each Crescent saw is packed in an individual box 
complete with blade. The boxes are made with an easel 
device in the cover so that the tool may be prominently 
displayed. The regular Crescent guarantee of satisfaction 





No. 1049 
Adjustable 8-12 inches. Depth of or money back applies on every saw. 
cut 314 inches. Composition handle. 
Retail price $1.25. 
CRESCENT TOOL COMPANY 
204 Harrison St. Jamestown, N.Y. 





No. 1042 


Adjustable 8-12 inches. Depth of CRE ; 
cut 2% inches. Hardwood handle, 


enameled blue. Retail price $ .75. 


ee and Smith &Hemenway 


Same as above in appearance but 


not adjustable. 
3 sizes—8, 10 and 12 inch. Depth of :5 
cuts 2%, 34% and 3% inches resp. 
Retail prices $ .60, $ .65 and $ .75. 


Made under the supervision of and guaranteed by the originators of the Crescent"Wrench 
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That’s the time 
to sell him! 








WHEN A MAN 
IS INTERESTED— 





SINCE the profits of his business are in direct pro- 
portion to his merchandising ability, the progressive 
hardware merchant or jobber is particularly inter- 
ested in whatever will enlarge his capacity to sell 
more goods at a fair profit. 


Each year, at the Retail Hardware Convention, the 
keenest minds in the business are convened to discuss 
and solve the problems confronting contemporary 
merchandising. 


This year the convention will be held in Boston dur- 
ing the week of June 25th-29th. Every retail hard- 
ware merchant, every jobber and his salesmen— 
readers of HARDWARE AGE—is vitally interested 
in the solution of the problems that will be con- 
sidered. 


They know that every valuable detail will be most 
completely and graphically presented for them in the 
CONVENTION NUMBER of HARDWARE AGE 
issued on July Sth. Consequently 20,000 retailers 
and jobbers and their salesmen will read this issue 
from cover to cover. 


What an opportunity to get your sales mes- 
sage over to these men just at a time when 
their merchandising interests are particularly 
heightened! 


U . 
There is no advance for space in this important issue. 
You can’t afford to miss it. 


Final forms close June 26th—but we recommend that 
you have your copy in not later than June 12th, so 
that proofs may be submitted to you for approval. 


Send copy direct to: 


Advertising Dept. 
HARDWARE AGE 


- 239 West 39th Street 
> Now Voth, i. ¥. 


Re 





‘a 





RETAIL CONVENTION 
NUMBER » PUBLISHED JULY 5 
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Did you say you wanted to 
sell more Grinding Wheels? 


CARBORUNDUM ar? ALOXITE 
Grinding Wheels p- 


HIS striking display will cer- 
t23 help you. It carries, 
in aconvenient way, a complete 
stock of Carborundum and AI- 
oxite Grinding Wheels in just 
the right sizes, shapes and grits 
to meet the demand of the av- 
erage hardware dealer's trade. 


construction, 48 inches high, 27 
inches wide, lithographed in 
three colors. The wheels are 
securely held on pegs or rods 
and can be sold from the stand. 
The display is mounted on wide 
legs and has an easel back— 





“his display given FREE 
, with assortment of Car- F 
You can stand it on your floor— Scieanihinacmmechilies a 


or take off the legs and hang Grinding Wheels~-send f 
the coupon for details. ff 


the display on the wall. 


F The 
“ Carborundum 
“ Company 
Niagara Falls, N. Y. 


Please send details 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. ra of Grinding Wheel 
. U.S. Pat. ° Fa 


2 Display Assortment. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT...” 


SALES OFFICES AND WAREHOUSES IN ae Name 





New York, Chicago, Boston, Philadelphia, Cleveland, Pa 
Carborundum is the Registered Trade Name Cincinnati, Pittsburgh, Milwaukee ia. a ee — 
used by The Carborundum Company for Sili- Detroit, Grand Rapids ai 





con Carbide. ‘This Trade Mark is the exclu The Carborundum Co., Ltd,. Manchester,Eng., . City. a 
yeaa aaa tinct Deutsche Carborundum Werke, Dusseldorf, Ger.” 
“ MyJobberis___ 
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Called on him for 


years 


Then, a $ _ order by Tclephone 


























Ci An Advertisement for Bell Long Distance Telephone Service 


Tue sales manager of a West Virginia tool com- 
pany made personal calls upon a Cincinnati 
jobber for three years—without making a sale. 
Then one day he learned that a large job of 
work was to be started. He instantly called 
the jobber by Long Distance. Sold him a car- 
load of shovels. Amount of the order, $5000. 
Telephone charge, $1.30. 

In the packing industry, reams of correspon- 
dence are often exchanged before specifications 
can be agreed upon. In a 10-minute telephone 
conversation, an Austin, Minnesota, firm took 
a 5-carload order and laid the groundwork 
for future shipments of 500,000 pounds. 
The new customer was 1500 miles away. 





A Cedar Rapids insurance man had learned 
to use Long Distance while in the coal business. 
Each week from his desk he calls an average of 
20 of his salesmen. “‘It enables me to talk to 
them just as well as if I visited them in person.”’ 
In five years, his annual business has increased 
from one million to five and a half million 
dollars. 

What long distance calls could you profitably 
make now? They are inexpensive. New station 
to station day rates are: San Francisco to New 
York, $9. Pittsburgh to Boston, $2.20. Chicago 
to Detroit, $1.35. Newark to Philadel- 
phia, 60oc. . . Calling by number 
takes less time. . . Number, please? 








15 
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Many Concentrate 100% on Our Products 


Hundreds of jobbers and dealers, large and small, handle our Screen Cloth, 
Hardware Cloth and Poultry Netting exclusively. Many have sold our 
products for 20 years and more. They find them highly profitable. 


A goodly number feature our Bronze Screen Wire Cloth which 
is guaranteed 90% copper and 10% zinc. The zinc gives maxi- 
mum tensile strength and permanently resists corrosion. We 
control every operation in the manufacture of all our 

Screen Cloth and Poultry Netting. 


Wickwire Bronze is made from Full Gauge Wire 
in 14, 16 and 18 mesh, in even widths 18” to 48”. 
100 lineal ft. to the roll. 
Your Jobber will supply you. 


WICKWIRE BROTHERS 


Bronze Screen Wire Cloth 






























Our Other Brands Screen 
Cloth 
Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 
Wickwire Premier 


Costs more than Steel 
Wire Cloth 

But— 

returns the difference in 
service 
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A 


New Headquarters 


and a 
New Service 


for Buyers from all parts of the World 


Open October 1st and Every Business Day Thereafter 


RINGING manufacturer and retailer to- 
gether in one centralized market place, the 
International Hardwareand House-Furnishings 
Mart will enable you to cover the entire hard- 
ware and house-furnishings market more thor- 
oughly than you have ever been able to before. 
Representative lines of the world’s leading 
manufacturers will be gathered here under one 


for leaders in all branches of the trade. 
Retailers, wholesalers and manufacturers will 
make their headquarters here, meeting each 
other, discussing mutual trade problems, ac- 
quiring a better understanding of each other’s 
viewpoints. New trends—new markets—new 
methods—you will be kept constantly in touch 
with the latest developments of the trade. 


roof. Similar products and 
lines will be so displayed 
that you can study and 
compare them thoroughly. 
On a visit to New York 
you will be able to see 
more items of vital im- 
portance to your business 
than you otherwise would 
be able to see in a year. 








MANUFACTURERS 


You can display your complete line, 
and maintain a New York sales 
office in this unrivaled buying cen- 
ter, at less than the cost of an office 
alone elsewhere in New York. 
Write for full details, rates, and 
floor plan. Address International 
Hardware and House-Furnishings 
Mart, Grand Central Palace, New 


Occupying at least one 
full floor in the Grand 
Central Palace, the 
world’s finest exposition 
building, the Inter- 
national Hardware and 


‘House-Furnishings Mart 


will open October 1. 
Make your plans now to 
visit this centralized mar- 
ket at the earliest mo- 


York City. 


You will also find the 
Mart a gathering place | 


| | ment. 








INTERNATIONAL HARDWARE 


& HOUSE-FUR 


Grand Central Palace 


‘““WHERE MERCHANT 





SHINGS MART 


New York City 


and MANUFACTURER MEET’”’ 
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INSIDE THE CARTON 


- 
} 














CAP SCREWS 
HEXAGON HEAD 














a sh glance at the label tells the story—size, 
shape, number of screws, number of threads. 
Scovill Cap Screws are packaged with your 
interests in view. And you always know 
exactly the quality you will find inside the car- 
ton — a bright clean finish, a satisfactory ten- 
sile strength, accurate gauge. These are screws you need 
not hesitate to recommend to customers. And when people 
like a product they always come back for more. If your 
stock begins to run low, remember that Scovill keeps a large 
supply on hand in the Waterbury and Chicago warehouses. 





bet feat 


Scovill means SERVICE to all who require parts or 

finished products of metal. Great factories equipped 

with the last word in laboratories, and modern ma- 

chinery manned by skilled workmen, are at your dis- 
posal. *Phone the nearest Scovill office. 


SCOVIL. 


MANUFACTURING COMPANY .- - Waterbury, Connecticut 











NEW YORK — CHICAGO — BOSTON — SAN FRANCISCO 
DETROIT — PHILADELPHIA — LOS ANGELES — ATLANTA 
PROVIDENCE — CLEVELAND — CINCINNATI 


IN EUROPE — THE HAGUE, HOLLAND 


Member, Copper and Brass Research Association 
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Silent Salesmen 
Work All the Time to Help You Sell More 


nance amore nt 
OR b 


RADE MARK 


LE 


YALE MARKED iS YALE MADE 





No. G53 Display Board mounting 

one each Nos. 192, 10, 44, 42, 36 

and 26. Size of board, 30 x 8'4 in. 
List Price, $23.09 








Yale Deadiocks 
Deadlatches 
and Springlatches 


aL HELPS YOU 
SELL IN MANY WAYS 


FIRST:—By making a simplified line—a 
preferred Yale Lock for every purpose. 

SECOND: — Intelligent advertising to the 
General Public to bring them to Yale dealer 
stores. 

THIRD: —Attractive dealer helps. Strik- 
ing window displays to stop the customer at 
the point of sale—your store. 

FOURTH:—Consumer booklets, telling 
the customer clearly, just how he: benefits in 
buying Yale, and which type is best for his 
needs. 

FIFTH: —The Silent Salesman, No. G53, 
illustrated at the left, will reach right out for 
new customers and will increase your sales. 
Display this Selling Device where your cus- 
tomers can see and handle the locks and you 
will find it a creditable addition to your 
sales force. 

SIXTH:— The “ Yale Specificator’”’ makes 
it easy for you to always keep the right stocks 
on hand, sell the right locks for every purpose 
and enjoy rapid turnover of Yale Auxiliary 
Rim Locks. 


That means more profits for you. 
Use the Yale Sales Helps. Dis- 
play the Yale Silent Salesmen. 


Often you will sell two Yale Locks to the 
customer who thinks he needs but one. 


The name Yale 
helps make the sale 


The Yale & Towne Mfg. Co. 
Stamford, Conn., U.S. A. 


Canadian Branch at St. Catharines, Ont. 


Padiocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet Locks, 
Trunk Locks, Door Closers, Bank Locks, Prison Locks 


YALE MARKED IS YALE MADE 





No. 192 Rotary Bolt Dead- 
lock. Suggested retail 
price, $5.50 each. 







A 
No. 10 Steel Bar Deadlock. 
Suggested retail price, 
$5.00 each. 


> 
on 
eae. 
Say 


No. 44 Automatic Dead- 
latch. Suggested retail 
price, $4.50 each. 





No. 42 Deadlatch. Sug- 
gested retail price, $3.50 
each, 


man | o. 


No. 36 Springlatch. Sug- 
gested retail price, $2.25 
each. 


“70 


No. 26 Springlatch. Sug- 
ested retail price, 85c 
each. 

















HARDWARE AGE for JUNE 7, 1928 











Liuverry BRONZE is produced in 
GOLDEN and ANTIQUE finish, both of 
the same high quality, made from full 
gauge, hard drawn bronze wire com- 
posed of 90% pure copper and 10% 


non-corrosive alloy. 


After being perfectly woven with uni- 
form mesh and straight lines, LIBERTY 
GOLDEN and ANTIQUE BRONZE 
Wire Screen Cloth are covered with a 
transparent, flexible lacquer, the pur- 
pose of which is to prevent soiling or 
dissolving of its beautiful surface 


finish. 


See that the trade mark name 
LIBERTY is on the label and on the 
identity tag attached to end of each 
roll. 


NEW YORK WIRE CLOTH CO. 


Manufacturers of golden and antique bronze, bright copper. 


zinc-coated and black enameled screen cloth- 


342 MADISON AVE, NEW YORK Works -York.Pa. 








Liberty Bronze 
Wire Screen Cloth 


combines strength of steel with 
immunity of copper from corrosion 





SUPERIOR PRODUCTS—STANDARD OF THE INDUSTRY 
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Approved / 


by the keenest 
buying brains in the country 


MAKE AN ORDER 
BRING ANOTHER 


When our rivets are once used you can 
count on repeat orders. Outstanding 
quality makes a real appeal. A good 
workman will not forfeit pride in his 
work. Our rivets drive easily, clinch 
smoothly and are not brittle. Are you 
using the kind that we make? : 


RAAT 


TUBULAR RIVET & STUD 
<a tracem COMPANY 


J. T. MeDEVITT 
Postal Telegraph Building 
F 


raneiseo, Californts BOSTON 


R&S 
O 








oe 


Fees 





HARDWARE 
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These are 

| profit-bringing 

items of door 

hardware from 

the SARGENT 
LINE 

























Cylinder office door lock. No. 
780514, page 294A of catalog. 
Also suitable for apartment 
houses. Extra heavy lock with 
center anti-friction latch bolt— 
so constructed that it is the best 
lock of this type on today’s 
market. Guarded bolt prevents 
latch bolt and stops in face of 
lock being forced back or tampered with when 
door is closed. Can be ordered in master-keyed 
sets. 
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Jimmy-proof lock P4399. Page 
244 of catalog. Flush cylinder. 
Practically unlimited changes. 
When door is locked, the triple 
bolts project through holes in 
strike and into openings in case, « 
locking together bolts, strike, 
and case in such a way that 
they cannot be forced apart. 
Bolts will continue to operate 
even though door shrinks or sags. 








Fire exit bolts Nos. 5244 and 5248, 
catalog. Suitable for small schools, motion picture 
theaters, etc. Gravity locking, cannot be operated 


Page 346 of 














from outside of door. os agen from inside by 
fo oagred pressure on crossbar at any point. These 
ts are furnished complete with attachments for Entrance door handle 7161 connecting with 
© doors 8 feet high and 3 feet wide, with 5%%-inch a Cylinder Lock. Page 362A of cata- 
i stile. Can be cut off, as described in catalog, for log. Of solid brass, forged iron finish. 
5 smaller doors, enablin you to carry stock to fill Suitable for batten and plank doors used 
: all orders promptly. eavier exit bolts with roll- in English, Spanish or Mediterranean style 
back latch bolt, furnished to order for large audi- houses. Another splendid addition to Sar- 
toriums, theaters, etc., are also included in the gent’s nationally known and advertised 
Sargent line. line of entrance handles, 














SARGENT & COMPANY, Hardware 
Manufacturers, New Haven, Connecticut 


SAR G [5 New York: 94 Centre Street 


LEPF Acocks G0 Hardware Chicago: 150 N. Wacker Drive (at Randolph) 
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SELF-LUBRICATING 


PUMP JACK 
aMVERS esaer 


manufacture—Myers Self-Lubricating Pump Jacks hold more possibilities for business than 
ever before. 


22 


















The idea of self-lubrication in power pumps and its advantages are acknowledged 
and accepted by leading pump experts. The electrification of rural districts is progress- 
ing rapidly. The time for better pump equipment is here. And with its coming, Myers 
Self-Lubricating Pump Jacks, time tested and proven, stand ready to step in and provide 
your customers with dependable low cost power water facilities. 


Self-lubrication, scientifically applied and fully protected, other outstanding improve- 
ments in design and general construction, 
styles for engine or motor, break down sales 
resistance and open up new lanes to more 
pump stand business. 





Why not order samples today? 
Remember—You take no chances 


with the MYERS. Write or wire 


















THE F.E.MYERS & BRO.<¢o?: ° 
ASHLAND, OHIO. 
ASHLAND PUMP AND HAY TOOLWORKS 















WUE EPR OK 
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The most complete line 
—simplifies buying 





New! 


Sell this cellar window friction hinge 


No hooks—no props—stays ‘‘put’”’ at any angle. 


Cellar windows are usually difficult to reach— 
up high—over coal bins—back of furnaces—etc. 
A hook-and-eye is hard to reach—a dirty job— 
and then it holds the window in full open posi- 





tion, only. 
Often you want to leave a cellar window eo 
slightly open for ventilation. With the Stanley Hinge Applied 
Friction Hinge you can open the window to any 
Stanley Cellar angle and close it without breaking your back 
‘aa oe or getting dirty. The friction will last indefinitely. 


This new Stanley product fills a need in cellar 
window hardware. You can easily sell these 
hinges for either new or replacement work. 
Send fer free samples. 


THE STANLEY WORKS, NEW BRITAIN, CONN. 


STANLEY HARDWARE 


MADE OF STANLEY STEEL 
[STANLEY] 


4 
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No.25 
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Chisel 





Wrench 


No.R65 


Pruning 





Screw 
Driver 





No.30 


Pliers 





Ori 
S 





Angle 
Wrench 







ginal 
nip 








You can assure your customers that if “‘it’s a 
Pexto’’ you have sold them a tool that is of highest 
quality, fully guaranteed as to workmanship and 
material and a tool that is designed to do properly 
the work for which it is intended. 


Take advantage of concentrating your purchases 
on this line. It will pay in the long run—as there 
are many little savings here and there such as freight 
allowance, bookkeeping, stock taking, ordering, pric- 
ing, etc.—all these little savings added together will 
give you extra profits. Multiply your purchasing 
power by concentration with safety—an ideal com- 


bination. 


The Pexto line covers a great variety of mechanic's 
hand tools, and if you do not have our No. 26T 
Catalog on your desk or in your file we would be 
glad to furnish you with one. 


Let's get better acquainted. 


The Peck, Stow & Wilcox Company 
SOUTHINGTON, CONN., U. S. A. 


Worth While Tools 
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De Laval “Golden Series” 
Cream Separators 


First in 1878 
Best in 1928 















New! Beautiful! Cleaner Skimming! 
More Convenient! Easier Running! | 


The new De Laval “ Golden Series”? Separators are so attractive in appearance and have 
so many features of superiority that they sell themselves whenever they are given an opportunity 
of displaying themselves and showing what they can do. There are already thousands of these 
new De Lavals in use, giving extremely satisfactory results. 

Sell De Lavals —the best, the first, the most popular, and the most easily and quickly sold. 


The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 
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Bissell Sweepers 


wouldn’t have continued to 
ag! in use during these 
ast 20 years of electric this 
and electric that, if women 
generally didn’t consider them in- 
dispensable for everyday sweep- 
ing. The Bissell is always instant- 
ly ready, easy to use and easy to 
empty—a broom-on-wheels with 
its own dust pan. 


Seecenccesessecesesesss 
Seeceeacessccassecssceesessesa 








BISSELL CARPET SWEEPER CO. 


GRAND RAPIDS, MICH. 
New York Office and Export Dept. 46 West Broadway 























No. 





No. 25-B 
Nail Bin 








NBC 240. Nail Bin Counter No. SADC 732. Display Counter 


THE ACHIEVEMENTS GOOD BUSINESS DEMANDS 


Compare construction, convenience, accessibility, time, space, labor-saving features and profit- 
making possibilities with other methods. We manufacture a complete line of patented cabinets, 
cases, and stands, giving satisfaction and making profits for thousands of users. Investigate. 


Ask your wholesaler or write us. 


THE WELLSTON MANUFACTURING COMPANY 
WELLSTON, OHIO 
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The reason Coes Wrenches have always sold well is because they 
have always been made well. As far back as the time when Grant 
was President Coes Wrenches were popular. 


Each user recommended them then—each user recommends them 
now. Few changes have ever been made in their construction— 
none in their QUALITY. They give unfailing satisfaction. 


Seven sizes in both Steel-Handle and Knife-Handle patterns, 
6”, 8”, 10”, 12”, 15", 18", and 21”. 


(Your Jobber will supply you.) 


COES WRENCH COMPANY 





Soe y Worcester Mass. 

our J yaraware “In business since 1841” 
Qtalo f. J. C. McCarty & Co. 253 Broadway, New York 
ia) Selling Agents John H. Graham & Co. 113 ee a Rey 
Fenwick Freres 8 Rue de Rocroy, Paris, France 








=e ae ho 


( Since 1539 
U = © = FR Al 


2U ~ “DISTINCTIVI 
HARDWARE 
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RUSSWIN 


SCREEN DOOR CLOSER en , 
No. 7 ptr ges: 


meet, the increas- 








Liquid Controlled 
Screen Door Closers 


ing demand for a 
dependable Screen 
Door Closer 

This RUSSWIN 
Closer is powerful 
enough to close the 
neaviest screen or 
storm door, will 
stand uf under 
constant use, and 
is so simple in its 
construction that 
it is trouble-free. 


. RUSSELL & ERWIN 
SEE OUR CATALOGUE MFG. COMPANY 
PAGE 3 The Americar Hardware 
Corp’n, Successor 
NEW BRITAIN, CONN. 
New York Chicago London 
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wet 


—— =e They Knew Where | 
to Send This Order — 


19° s& eset ans s 
O antagonizing waits for delivery 
from Bemis & Call. No, sir! 


iS] 















In fact, we can say (and our records 
will prove it) that 98% of our orders 
are shipped within twenty-four hours. 


In the last three years we haven’t made 
a single short shipment except on or- 
ders where partial monthly shipments 
are requested. 





We don’t make every kind of wrench 


\ -=s there is, but we do make adjustable nut 
ee oe oe oe ee | 
i Te ee wrenches and monkey wrenches, and 


we deliver them RUSH! 


WS 
BEMIS & CALL COMPANY, Springfield, Mass. 

















GREASE Cups ) 
and OIL CUPS | 
For Every Purpose No. 5739 No. 118 H 

Attractive Counter Dis- ; 





Included in the Bowen line shane -uehibiine snide 
of grease cups and oil cups, sizes of the types of grease 


are lubricators of the exact 24 oil cups most in de- 
mand provide the dealer 









la type and size to meet every —_ with a quick and easy way 
lubricating requirement. to sell and also a con- 
venient method of stock- 

Catalog No. L-104A showing ing these small parts. 






more than fifty other types 
will be sent upon request 


BOWEN PRODUCTS 
CORPORATION 
AUBURN NEW YORK 


Branches 






tt ae 







No. 249 















BOSTON 161 Massachusetts Ave 
CHICAGO 412 Wrigley Bidg. 
CLEVELAND 7113 Euclid Ave. 
D 2760 W. arren Ave. 
KANSAS CITY 411 Mutual — 






MINNEAPOLIS 983 17th Ave., S. 
NEW YORK 220 Broadway 
SAN FRANCISCO Monadnock Bidg. Case No. 12 
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| The Universal Repair Drill 
J ‘Fits the pocket as snugly as a hand ina glove 











is. 


Vee 


Makes more sales 


5 Packed in a neat 
Ad. leatherette case. on em 
4 THT Out of the me- You have a good 
! | | | | chanic’s way. Yet market for the 
Seer ye as easily within universal Repair 
wr aa reach as a pocket Drill in every 
handkerchief. No home, garage. 
£3 DROS AR delay. No con- public _ building 
ay na Sag fusion. No hunt- and factory. 

ing around for . 
i] Can be ordered in 
a a em quantity lots or 
Makes friends in neat leather- 
ette sets as pic- 


with mechanics. Saceuk ie. 








Manufactured by London and Leicester, England 


Fredk. Pollard & Co., Ltd. 


New York: 94 Reade St. 


| ic awe [HE STANDARD JOOL (0. = mtn, 


Successors to J. Lambercier & Co 


552 W. Washington Blvd. 
CLEVELAND 
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There is a vast potential de- 
mand for Sweet’s Steel Posts in 
every section of the country. Farm 
and Estate owners, County and 
Municipal Engineers, Industrial 
Plants and Railroads combine to 
make this wonderful market which 
you as a dealer cannot afford to 
overlook. 


Sweet’s Steel Posts are rolled 
from the highest grade carbon steel 
in our own mills,—they have been 














Se tie 
















: . 

e Sore (Anes 

‘ DOF IL designed with engineerin accu- 

5 Wy i ¥) racy and have proved their snpe- 

: Wns p rior strength and durability by 

af KRY both laboratory and simulated 

4 led wind load tests. 

: % f Why not write today for our 
descriptive catalogue 


a 








WILLIAMSPORT, PA. 








ve STEEL COMPANY 
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Hand Rail Screws 
Special Automatic Serew 
Machine Products 
Steve Bolts 
Tire Bolts 
Agricultural Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Steve and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 
Jack Chain 
Plamber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 
Sash Chain 
Eseutcheon Pins 
Speedometers 


CORBIN 
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The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 


| UNIFORM QUALITY and ADEQUATE STOCK 




















Galvanized after weaving 
insures permanent accur- 
acy of mesh and perfect 
resistance to rust and cor- 
rosion. 








Selrelony ThE 


“BUFFALO” Standard Galvanized Hardware Grade 


—the Wire Cloth that means Customer Satisfaction 


Featured in leading hardware stores throughout the 
country, “Buffalo” Standard Ga'vanized Hardware Grade 
Wire Cloth is doing more than its share in piling up 
increased profits. 

“Buffalo” Standard Galvanized Hardware Grade Wire 
Cloth is accurately woven of the highest grade of wire. It 
is galvanized after weaving to insure the unusually long 
wear for which “Buffalo” Wire Products are noted. Send 
trial order today and be convinced. 

Made in meshes from 2 to 


BUFFALO WIRE WORKS COMPANY, Inc. 8—and standard widths, 


» 20, » 42 x 
(Formerly Scheeler’s Sons) Est. 1869 Siied Pen) lon a. x 


518 Terrace Buffalo, N. Y. on short notice. 








Made up to a Standard—Not down to a price. 
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Tools 


1785 





















GRIFFIN 
| HINGES | 





proud of his houses 


uses GRIFFIN 


Butts and Hinges 





ranch Offices__, 


New York, 45 Warren St 

Chicago, 555 W. Rai dol ih St. 
Boston, 76 Batterymare' arch. 

703 Market 8t. 





San Franelseo, 
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store. 


A box chock 
full of friend- 
ship for your 








How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 

Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


























For 35 Years 
Norcross Garden 
CULTIVATORS 


have given unfailing satis- 
faction to thousands of 
customers. 


Made in three sizes suited to 
both Men and Women, for 
large and small gardens and 
flower beds. They meet all re- 
quirements. Strong, durable 
and attractively finished. They 
sell readily wherever displayed. 


NORCROSS OUT -U-KUM 
Weed Pullers are equally popu- 
lar. They pull the weed and 
entire root at the same time 
without injury to the finest 
lawn. Special attention given 
to EXPORT trade. 


Write for circulars and discounts. 


ROO 


No. 55 No. 33 





Manufactured by 


C. S. NORCROSS & SONS, Bushnell, Ill., U.S.A. 


No. 11 








POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving? 


LGA ACA 








“€ Look for the tag, carrying our name, at the end of every roll! 


id = The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers o| 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Chicage Kenses Cty 








Bores Any Arc 
of a Circle 






New Uses 








FORSTNER 


Labor Saving 


AUGER BIT 





Many 


The Forstner Auger Bit, un- 















like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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A MORRILL SAW SET 





OTHER MORRILL 
PRODUCTS 


Nail Paller—Does 
the job with half the 
usual amount of work. 
Built to last and to do 
its work quickly and 
well. 


Bench Stop—aA 
standard article needed 
in every wood working 
shop. Alsu liquid soap 
dispensers, lead seal 
presses and paper and 
metal punches. 





Order Morrill 
Bench Stops, Saw 
Sets and Nail Pull- 
ers fram _ your 
jobber. 


for every kind of saw 





HE modern type of saw set dates back 

to 1878, when Chas. Morrill brought 

out the No. 1 old style saw set, now 
out of date, but the forerunner of the 
whole Morrill line. 

Before that, saws were set with a ham- 
mer and an anvil. This injured the saw 
and was unsatisfactory in every way. So 
Chas. Morrill invented a tool that would 
give the necessary set to a saw with ac- 
curacy and without injury. 

Morrill saw sets have been developed to 
take care of the requirements of every type 
of saw. Saw sets Nos. 3 and 4, which are 
shown above, are for cross cut and circular 
saws. No. 5 is especially designed for 
timber and board saws. The Morrill ‘‘Spe- 
cial’’ is for hand saws and has the widest 
sale of any in the line. 

Morrill saw sets have never been sold on 
a price basis. Their reputation has been 
built solely on quality of material and per- 
fection of design. You can sell any Morrill 
tools with the assurance that the tools 
won't come back but the customer will. 






CHAS. MORRILL, Inc. 


104 Lafayette Street New York 
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Are /|° fou Are 
the Best ag the Best 


Millions 
and Millions 


Of People Are Pushing 


BOMMER SPRING HINGES 


Whenever They Open a Door 


Follow 


the Line of Least Resistance 


Stock and Push Them 


Bommer Spring Hinge Co., Brooklyn, N. Y. 



































\ThePAUL 


LINE OF HOME 
HELPERS 





Private 
QWater Systems 


A comPLeTE line of Home 
Helpers—every thing for the 
water system in the modern 
home. Paul Private Water 


Paul Automatic 
Regenerating 
Water Softeners 





Systems for pumping from 

deep or shallow wells—com- ——— 
pact, silent, fully automatic, Sanus 
and dependable. Paul Water 

Softeners, both hand oper- 

ated and automatic regener- Paul 
ating. Paul Electric Water Automatic 
Heaters--low first cost Pm omen 
very low operating sips ound 








cost, high efficiency. 
Paul Septic Tanks 
offer safe sewage dis- 
posal for the outly- 
ing home. 


PAUL SEPTIC TANKS 
In Farm or Suburban Home 
or Lake Cottage aPaul Water 
System is the last word of 
modern convenience, 





THE FORT WAYNE ENGINEERING- 
%{& MFG. COMPANY 


1707 N. HARRISON STREET 
FORT WAYNE~INDIANA 










Since 1837 


91 Years 
of Experience 


An Adze entirely 
different than any 
other Adze made. A 
real quality proposi- 
tion that will appeal 
to any store who wants the best tools made. 
Crucible tool steel edge and head, soft steel eye 
that will not crack. 


Write for our New Tool Catalogue. Shows 
our hand-saws also. 


The L. & I. J. White Co., Inc. 


125 Columbia St. Buffalo, N. Y. 

















Resisting 


Bottoms 
(Terne Plate) 


IETZ LANTERNS do not have 
ordinary tin bottoms. They are 
surfaced with a rust resisting 
coating of lead and tin, known as Terne 
This provides additional pro- 
tection against inward corrosion due 
to oil impurities and outward corro- 
sion caused by the elements. 


Which is but another of the many val- 
uable features that make Dietz Lan- 
terns the best sellers and most profit- 
able to handle. 
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R. E. DIETZ 
COMPANY 


NEW YORK 
Largest Makers of Lai- . 
terns in the World. Out- 


put Distributed Through 
JOBBERS Only. 


FOUNDED 1840 












DIETZ 
LANTERNS 


American Steel & Wire 


Company 











When your customers de- 
mand the best in barb wire 
at the lowest cost you will 
find that American Steel 
Soe 3 3 & Wire Company brands 
successfully meet their re- 
quirements. 

Great tensile strength, 
extra heavy galvanizing, 
| — regularity of twist and 

firmness of barbs, are out- 
= - standing features of the 
: following brands: 


== Baker Perfect 
Waukegan 
Lj Ellwood Glidden 
== Ellwood Junior 
American Special 
American Glidden 
Lyman Four Point 








Write for catalogue and prices 





Marx 














‘American Steel & Wire Company 


Sales Offices: Chicage, New York, Boston, Atlanta, Birmingham, Cleveland. 
Worcester, Philadelphia, Pittsburgh, Buffalo, Detroit, Cincinnati, Baltimore. 
Wilkes-Barre, St. Louis, Kansas City, Minneapolis- st. Paul, Oklahoma City, 
Memphis, Dallas, Denver, Salt 
*San Francisco, *Los Angeles. praccieas, *Seattle. 
*United States Steel Products Company. 
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Planer and Shaper Gauge No. 625 saves time in ad- 
justing the cutting tool. The design of the gauge 
makes it easy to set to a micrometer and permits a 
tool setting from 4" to 84" with only one extension. 


Users of Tools Are 
Good Judges of 
Value 


Men who use precision tools have the 
mechanical training that enables them 


to judge mechanics’ tools fairly. 


They appreciate that fine finish, clean cut grad- 


uations, and good design indicate tools of high 
quality. They know that accuracy and relia- 


bility can come only from the most exacting 
standards of workmanship. That’s why me- 
chanics everywhere respect Brown & Sharpe 
Tools so highly when they judge tool values. 


To a large degree your tool-buying custom- 
ers judge your store by the quality of the 
tools you sell. By stocking Brown & Sharpe 
Tools you win the approval and the trade of 
the skilled mechanic. Brown & Sharpe Mfg. 
Co., Dept. H.A., Providence, R. I. 


Brown 








We 
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* SCREW PITCH GAUGE 
No. 630 





* VERNIER 
CALIPER 
6 “yy No. 570 
f fy / 
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* TOOLMAKERS’ BUTTONS 
No. 758 





No. 55 


* For description of this tool see 
Catalog No. 30 
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Mr. Happyman Says 
ATKINS ‘stez. SAWS PAY 
A Legitimate Profit 


But every time YOU SELL a Cheap Saw 
you are STEALING YOUR OWN 
MONEY; you are killing off your own 


customers. 


Every dealer arid jobber has a reputation 
to maintain, and if he sells cheap un- 
branded goods he loses it, also his cus- 
tomers, and his profits go glimmering. 


For the dealer who is wide-awake and 
looking for REAL LEGITIMATE 
PROFITS there is no end to the pros- 
pects for selling Atkins SILVER STEEL 
Saws, among the carpenters, farmers, me- 
chanics, and the home workshops; these 


men buy good saws—ATKINS SAWS, 


if you please. 


Remember “bum saws” make a bum hard- 
ware store, and you can measure the in- 
telligence of a man by the tool he uses; 
likewise the intelligence of a buyer by the 
saw he purchases. 


Volume Sales of Cheap Saws is 
“profitless prosperity’ — Sell 
ATKINS and make more money. 


Get the New Atkins 
Catalog—Now Ready 








E.C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory, INDIANAPOLIS, INDIANA 
Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y, 


Branches Carrying Complete Stocks In The Following Citheas 


Atlanta - ama 
Memphis eee een oe Sones 7 
New York City paris, France 


Chicago 
M paciguue Portiand.Ore. = Vancouver, B.C 
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Conventions 


NNUALLY hardware 

A men gather in their con- 

vention cities to discuss 

their common problems and find 

inspiration and advice for the 
coming year. 

This week’s issue of Harp- 
WARE AGE carries a very com- 
prehensive report of the most 
recent of these conventions, the 
Southeastern at Atlanta in May. 

There is a lot of food for 
thought in this report. Read it 
and see what the hardware men 
of the South are thinking. 

R. J. Atkinson, N. R. H. A. 
president, writes on the Chang 
ing Competition. 

Other features include Guy 
Hubbart’s practical article on 
the subject of advertising for 
the small town hardware man, 
and one on the merchandising 
of cutlery, by Fred Hinchman. 


Read What They Say 
About Us 


I cannot help but say that Harp- 
WARE AGE is one of the best papers 
a business man can have as it surely 
helps me in every way. I get more 
good out of it than anything I know 
of and will say that there should 
not be a hardware man in the world 
without it for it gives me just what 
I want and need. 

(Signed) A. G. Kunz, 
Kunz Hardware, 
Augusta, Wis. 
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...Cylinder Lock and Bolts 
Operate on a single turn of the 
key with this perfected Garage 
Door Lock. Quick to open... 
quick to close . . . and installed 
in a matter of minutes. 


“ “ “ 


The entire mechanism of the Quicklock 
is operated merely by turning a key in the 
lock. This instantly releases the upper and 
lower gripper jaws and the doors open. 


Locks automatically and securely—W hen 
the key is removed the Quicklock is in 
locking position — thus when the doors 
are closed again the garage is automatically 
locked. The Quicklock is placed on the 
active door which closes against two steel 
plates fastened to the inactive door and 
which acts as an astragal. Quickiock is 
operated by a five-pin-tumbler cylinder 
with a paracentric key. The lock can be 
furnished without the cylinder and is 
arranged so that any standard cylinder 
can be used. 


With Quicklock the doors can be unlocked 
from the inside without the use of a key 
—merely lift the inside handle. The top 
and bottom gripper pawls are protected 





A twist of the wrist 


so that the lock cannot be released by 
any instrument from the outside. 


Easy to install—Complete installation of 
the Quicklock can be made in less time 
than is needed to install the various pieces 
of hardware ordinarily required for garage 
doors—such as top and bottom bolts, 
handles and locks. The rods are readily 
adjustable for various heights of doors 
and the top and bottom strikes for the 
gripper jaws can be adjusted to take care 
of all conditions. Due to the plates fur- 
nished it is not necessary to rabbet doors 
or apply an astragal. 


No springs. Nothing to get out of order — 
The construction is strong and rugged. 
There is no weak spot. 


No service door necessary —The opening 
and closing of the main door is as easy 
as the operation of a service door. For 
this reason the expense of a service door 
can be saved. 


Send for literature on the Quicklock. It 
is the solution to the complete locking of 
a garage—all in one compact unit. Write 


McKINNEY MFG. COMPANY 
Pittsburgh, Pa. Offices in Principal Cities 


Makers of McKinney Hinges and 
Forged Iron Hardware 


MCKINNEY 


QUICKLOCK 


ye 
* 





...and the QUICKLATCH 


Primarily for service doors. It combines the conveni- 
ence of a key-operated cylinder lock with the security 
and flexibility of a large latch bar. The latch bar will 
still engage the strike even if the door warps or sags. 
A sturdy door pull makes other hardware unnecessary. 
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By (lew S. Soule 


Chain Store Competition 


Does New Discount Policy Indicate a Trend? 


What is the cash discount? 

As we understand it, the cash discount is a premium 
for prompt payment of bills. The giver of a cash dis- 
count figures that he can use the cash to good advan- 
tage in his business, and is willing to pay for the 
privilege of getting it sooner than he would ordinari- 
ly. It is based on the price of money, and not on the 
price of merchandise. It has nothing to do with mer- 
chandise costs. 

Whenever interest rates are such that the manufac- 
turer or jobber can borrow money at a lower rate 
than the cash discount, there is no incentive for grant- 
ing discounts. In other words, the cash discount de- 
pends upon interest rates, and must be calculated on 
that basis. 

But what has the cash discount to do with a dis- 
cussion of chain stores? 

Ordinarily nothing. It crops up merely because 
the McCrory Stores Corporation, one of the large 
chain store organizations, has notified its sources of 
supply that hereafter it will buy goods only on a basis 
of “3 per cent, 10 days—thirty days extra.” 

This new policy is, to say the least, significant. It 
changes the whole status of the cash discount, in so 
far as this one chain organization is concerned, mak- 
ing it a part of the purchase price. If granted by the 
sources of supply it may change the status of the cash 
discount to all who buy merchandise for resale pur- 
poses. 

If “3 per cent, 10 days” is granted to one chain 
organization, it is logical to presume that it will be 
demanded by and granted to other chains. If granted 
to the chains it would undoubtedly be demanded by 
jobbers and independent retailers. Eventually the 
premium for cash payment would become merely a 
merchandise price discount. Also it would establish 
a precedent of the buyer arbitrarily dictating the 
terms under which purchases would be made. It 
might result in an indiscriminate assortment of terms 
causing endless confusion and argument in business. 

There are some who have for several years con- 
tended that the growth of chain stores tends to give 
them a power of dictation, which, if used, could seri- 


ously affect existing business conditions. If used by 
all chain store organizations in regard to prices and 
terms, it could reach a point where it might make 
business unprofitable for manufacturers, as well as 
for jobbers and independent retailers. 


We have never held the view that manufacturers 
should not sell to chain store organizations. They 
have a perfect right to sell them, if they see fit. If 
they sell only to chain stores, they have a perfect 
right to make whatever prices and terms they choose. 
If, however, they also sell through the regular chan- 
nels of distribution—manufacturer to jobber, to re- 
tailer, to consumer—we do contend that there should 
be no discrimination in prices or terms; that reason- 
able quantities should be established as the basis of 
minimum prices to retailers in both channels. We 
also contend that manufacturers who sell through 
jobbers and retailers should not manufacture special 
goods for chain stores, unless such goods are also 
available to the regular trade on the basis referred to 
above. 

We recognize that quarftity up to a certain point has 
a definite bearing on price. We realize that manu- 
facturers cannot sell through jobbers and retailers 
who buy on a hand-to-mouth basis, at the same prices 
granted to distributors who buy in large quantities for 
cash. We do, however, believe that manufacturers 
can sell through jobbers and retailers on a reasonable 
quantity basis which will enable the independent re- 
tailer to meet his competition, provided jobbers and 
retailers put their houses in order, merchandise effi- 
ciently, and keep their overhead down to a minimum. 
It is a mutual problem which must be solved on a 
basis profitable to all. No other solution is possible. 


Be that as it may, there is no logical reason for 
changing the status of the cash discount. It should 
continue to be a premium for prompt payment, based 
on interest rates. It should not be changed to further 
complicate the present price situation. 


The new policy of the McCrory Stores Corporation 
may or may not affect the general status of the cash 
discount, but it furnishes food for thought in the 
hardware industry, as well as other industries. 


This is the seventh of a series of articles in which the Editor of HARDWARE AGE discusses 
the Chain Store Competition in all its phases 
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eveland’s Election 


Brought Business to a Blaine Supporter 


W. Bowman Cutter, Roxbury, Mass., supporter of James G. 

Blaine, lost his bet in the election of 1884. The signs over the 

doors and all advertising matter were really upset about it, but 
that only helped to put business on its feet 





LWAYS, following a national election, we read in 
the newspapers of various people paying freak 
bets such as pushing a peanut up the street, giving 

somebody a ride in a wheelbarrow, letting one’s beard 
grow, wearing a stovepipe hat, wearing one black and 
one tan shoe, etc. There is a new crop of these stunts 
each election time, always amusing and always a good 
newspaper story. 

Seldom does a man making an election bet involve 
his business in any way, but far back, in the fall of 
1884, in what was then the town of Roxbury, but now 
is a part of Boston, a hardware dealer, W. Bowman 
Cutter did so. Grover Cleveland and Jim Blaine were 
the presidential candidates, and Mr. Cutter was an ardent 
supporter of James G. Blaine. 

He made a wager with a friend that if Blaine was 


defeated he would turn his store sign upside down for 
a month. On the other hand, if Mr. Cleveland was de- 
feated Mr. Cutter’s friend was to wear his coat inside 
out for the same period of time. Mr. Blaine was licked, 
and rather badly, too. 

3right and early the morning after election day upside 
down went W. Bowman Cutter’s sign. As can be sur- 
mised, the upside down sign caused a lot of amusement 
among the people of Roxbury. But long before the 
month was up the sign had brought a great deal of 
publicity to the Cutter hardware store. In fact, it was 
such a good advertising stunt Mr. Cutter decided to let 
the sign stay as it was. 

He capitalized on its curiosity value by having his 


.stationery, delivery wagons, business cards, sales slips, 


etc., printed to match the store sign, and everything 
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has remained in this upside down position to this day. has specialized on paints and does a very large business 
When the firm opened a branch store at 1855 Dor- in this line. With the commercialism of the automobile, 
chester Avenue, Dorchester district, Boston, signs and automobile accessories were added and have been a 
the other things were put upside down. The company _ profitable venture in connection with a gas and oil filling 
has a very excellent station. 
old policy to do ev- Many changes 
erything possible have taken place 
for children in the since the ardent 
way of sharpening supporters of the 
skates, repairing Presidential — can- 
wagons or sleds, didates made their 
mending dolls, ete. odd wager, Rox- 
The kiddies, when bury is now a busy 
they grew up never section of Boston, 
forgot the store and new _ hands 
that was their have taken the helm. 
friend. That made The Mr. Cutter 
for good will dif- who made the elec 
ficult to place a tion bet has passed 
value on. to the Great Be- 
The company yond, but W. Bow 
since that memor- man Cutter, Inc., is 
able morning after owned and = man- 
election has endea- aged by the same 
vored to feature Cutter family, and 
“Come where the there is a W. Bow- 
sign is upside man Cutter study- 
down,” and from ing at the Massa- 
one generation to chusetts _nstitute 
the next it has been of Technology, 
an easy way to di- Cambridge, Mass.. 
rect the children and a younger 
without a chance George Olin Cut- 
of a mistake. ter, grandsons of 
The original the founder of the 








store, which is at business. The 
2377 Washington * Even at the rear entrance of the Cutter store the signs were turned president or? the 
Street, Roxbury upside down. The curiosity value of the change proved profitable. company 1s Violet 








district, Boston, Ff. [lumphrey. 
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of the printed matter 
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has appeared since the 
advertising value of the 


idea was discovered. 
Presidential year was a 
good year for the Cutter 
store in Roxbury, Mass., 
in 1884, 
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“STONE MOUNTAIN” 


By Saunders Norvell 


WONDER if you are as ignorant as I am? 
I thought Stone Mountain was somewhere in the 
neighborhood of Chattanooga, Tenn., so when Bob 
Mann said to me, “Let’s cut out this hardware bunch 
and motor out to Stone Mountain,” I replied, “Great 
Scott! is Stone Mountain near Atlanta?” ‘Sure!’ he 
answered ; “it is just 19 miles northeast, with a splendid 
State road all the way.” 

So Harry Strugnell and I lighted up two big Bering 
cigars, took a back seat in Bob’s new Chrysler, and we 
were on the way! This ride was the nearest thing to 
flying I have done since I crossed in an airplane from 
Paris to London. Bob is some driver! We passed 
through several villages where we had to slow down 
and there were several traffic stops. Nevertheless and 
notwithstanding, we made the 19 miles in thirty minutes! 

I had read a good deal about the work being done on 
Stone Mountain—all about the row. I gathered the idea 
that the first sculptor must be as temperamental as an 
opera star. It seems that when the sculptors were 
changed the new sculptor, metaphorically speaking, had 
to take a sponge, wipe off the face of Stone Mountain 
and start all over again, with a new conception. 

It was a lovely day, the 25th of May. Vingt Cingq— 
twenty-five—is my lucky number. As we cut corners, 
suddenly in the distance Bob pointed out Stone Moun- 
tain. It isn’t like any other mountain. There are no 
mountains around it. This great mass of granite just 
rises up all alone out of the valley. 


A Solid Mass of Granite 





I have seen a lot of monuments carved out of stone, 
such as the wounded Lion of Lucerne and the monu- 
ments in Africa carved out of the living rock, but in 
all of these the rock was seamed and cracked; the work 
was rough. 

Now, Stone Mountain is just one solid mass of granite. 
I did not see any fissures or cracks anywhere. Stand- 
ing in the road, facing the side of the mountain upon 
which the work was being done, I was facing an im- 
mense granite wall. Nature seems to have provided 
this wall just as a place where some great monument 
could be carved out of the solid granite. As I stood 
there I could hear the far-away tinkling of the drills 
and chisels of the stone-cutters as they worked far up 
above me on the side of the cliff. 

I will not attempt, in this article, to give all the amaz- 
ing figures in regard to this work. As I write, I have 


before me a very handsome illustrated book, giving all ' 


these particulars. If you are interested in these details 


—and they are well worth your attention—you can get, 
without charge, illustrated pamphlets giving full par- 
ticulars about this stupendous work by addressing The 
Stone Mountain Confederate Monumental Association, 
Atlanta, Ga. Don’t forget to inclose a few stamps, be- 
cause there is no reason why the Association should 
supply you with this literature free and also pay the 


postage! As a matter of fact, it wouldn’t be a bad idea 
to forget your Scotch ancestry for a moment and mail 
them a dollar. They need the money! 

Now let me tell you in my own simple way how this 
work is being done. Over the actual work above the 
great figures there is a slight indentation in the granite 
cliff. Here a power house has been built. Below this. 
power house, across the face of the cliff, there is a lot 
of scaffolding. This scaffolding is hung by steel cables 
on the face of the cliff, just as painters hang their scaf- 
folding from above when they paint a house. Off to 
the right, across the face of the mountain, there is a 
wooden stairway that leads up from the valley below. 
This stairway must be a mile in length. It would be 
no job for a fat man with heart trouble to climb these 
stairs. 


Work Being Done from Above 


Now, the interesting thing, which, of course, is only 
common sense, is that all this work was done from 
above, while below everything is clear, all the way down 
the bottom of the cliff. I say it is only common sense, 
because if one were in the habit of thinking at all you 
would realize in blasting and drilling out the stone all 
of the stone falls below, and naturally any construction 
in the way would have been swept away. At the bottom 
of the cliff there is an immense accumulation of broken 
granite. It will be some job to move this away when 
the work is finished. 

The figures are outlined very clearly on the granite 
wall. In the foreground, but somewhat in the rear, is 
the bareheaded figure of Jefferson Davis. To his left, 
in the foreground, is the figure of General Lee. Just 
back of Lee is General Stonewall Jackson. All of these 
figures are equestrians. Back of them follow the figures 
of various officers of the cavalry, infantry and artillery 
of the Confederate Army, flag bearers, etc. These 
figures are reviewing a great army of Confederate sol- 
diers, who are passing below. This army fades away 
into the distance. 


Figure of Robert E. Lee Dominates 


The figure of General Lee and his old war horse, 
Traveler, will dominate, as it should, the entire picture. 
The head of General Lee is bare and is now practically 
finished. It is a remarkable portrait of the great Con- 
federate general. It stands out from the background 
clean-cut, in bold relief. The face of Jefferson Davis 
is also quite clearly drawn and so is that of Stonewall 
Jackson. 

I have seen a good deal of American art. I have also 
studied art in some some of the art schools of Europe. 
I have done quite a little traveling, with the main object 
of studying art. It must be admitted that some of our 
early American art, especially in the way of soldiers’ 
monuments, is enough to make the angels weep. I re- 
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member cities I have visited here in America that have 
monuments in their public squares, the very memory 
of which gives me a shrinking pain, just like that of an 
aching tooth. This pain is actually physical. 

Now, I must admit that when I started for Stone 
Mountain, after all I had read in magazines about the 
trouble and differences there had been in getting the 
project started, I just expected to see something big, 
of course, on a stupendous scale—but just with the 
American quality of bigness. In other words, I ex- 
pected a bigger monument than I had ever seen before, 
but I did not expect to see a better monument. 

As I stood and gazed at the work that has been ac- 
complished, there came over me a feeling of relief, of 
gratitude and of appreciation. This work will not only 
be the greatest monument of the kind the world has 
ever known, but it is now quite evident that it is, at the 
same time, going to be a work of beauty with spiritual 
significanee. 

I suppose Harry and Bob thought I had gone into a 
trance, as I leaned against the fence and studied the 
panorama before me. 


Enormous Size and Artistic Beauty 


Combined 


This monument is going to be stupendous, but the 
miracle is that it will be a thing of beauty. On the train 
returning from Atlanta, I read the pamphlets carefully. 
All of these pamphlets stress the enormous proportions 
of this monument. A true American must have written 
these pamphlets. How size does appeal to us Ameri- 
cans! Size was just what I was afraid of. Enormous 
size and artistic beauty do not usually go hand-in-hand. 
Therefore, in this article I feel that it is only right that 
I should congratulate the great artist who is doing this 
work upon his achievement in overcoming the handicap 
of mere size. 

Now, just stop and think: Do you not realize how dif- 
ficult it is for a very large woman to be a very beau- 
tiful woman? Can you imagine an Apollo with the pro- 
portions of a giant? 

This, therefore, was my impression of this monument. 
Bob drove me back and I barely caught my train for 
New York, but I left Atlanta with the feeling that here 
would be truly one of the greatest and most beautiful 
monuments that has ever been made by human hands 
in the history of the world. 

Then as I sat in the Pullman car and watched my 
colored brothers ploughing with one mule and a light 
plow in the red earth of these Georgia farms, as I 
passed their cabins, crowded with the future workers on 
these same farms, my mind went back to the great mon- 
uments that have been erected throughout the history 
of the world; how they were erected and why. In my 
mind, I compared these monuments with that now under 
way on Stone Mountain. 


Other Great Monuments 


Probably the oldest monuments are those in Egypt 
and, of course, in our minds stand out the pyramids. 
The pyramids were actually built as sepulchers for cer- 
tain kings. They were built by the kings for themselves. 
These kings did not trust posterity to erect monuments 
in their memory. They took time by the forelock and 
did it themselves. Thousands of slaves, under the lash 
of cruel taskmasters, toiled daily in this work. Thou- 
sands died of exhaustion. Of what value was the life 


of a single slave? Life was cheap. If more slaves 
were needed it was only necessary to start another war 
and bring home some of the neighbors in chains. In 
those days, of course, there was no machinery. Slave 
labor took the place of steam and electric drills. 

Then there were the temples of Egypt, built in honor 
of their gods. These temples were erected, not so much 
in a spirit of devotion as in a spirit of fear. The kings 
of Egypt, by building great temples, were attempting 
to propitiate and to gain the good will of their gods. 
No doubt the priesthood did their part to stir up this 
spirit of fear, so that the king would do the right and 
proper thing in the way of temple building and also for 
the provision and protection of the temple priests. So 
slaves were also used in the building of temples, and the 
basis of this building was not love or devotion, but fear. 


The Monuments of the Greeks 


When we turn to Greece, we find that the greatest 
era of the building of monuments, of statues and of 
temples was in the time of Pericles. He had a war chest 
accumulated by the people of Greece, with the object of 
defending Greece from an invasion of Persia. He fixed 
up a treaty of peace with Persia and instead of cutting 
a melon in the form of common and preferred stock, or 
declaring a dividend out of the war chest, he just spent 
all of his accumulated money in making Athens the most 
beautiful city in the world. As some writer has ex- 
pressed it, “Pericles found Athens a city of mud and 
left it a city of marble.” Of course, as usual all down 
through the ages, the people had to be hoodwinked, so 
Pericles and Aspasia, with their souls intoxicated with 
their love of beauty, had to dedicate their beautiful 
buildings to the Greek gods. So there rose up in marble 
the temple of Apollo, the temple of Dionysos and all the 
temples to the other gods to supply the needs of the 
Greeks. Pericles gathered around him the greatest 
artists of the age, but one of them happened to put the 
portrait of Pericles on the shield of one of the gods, 
and, as this was desecration, and as Pericles was sup- 
posed to have had criminal knowledge of the act, they 
ran him out of town, and for a long time Pericles was 
a wanderer upon the face of the earth; but history records 
that he visited Egypt and many other countries and 
added very much to his education and to his knowledge 
of men. Being exiled is frequently a blessing in dis- 
guise. 


The Ancient Peoples 


Then as we passed through Charlotte and other 
Southern cities, as I watched the farewells and the greet- 
ings of the passengers on the train, I thought of the 
monuments of India—curious temples in conflict with the 
luxuriant growth of the jungles. Carvings of serpents 
and dragons and dancing girls, and sitting figures with 
four arms and hands. Wasn’t Siva one of these god- 
desses? Strange mental photographs of ancient people 
carved in stone! In this Indian art there is much that 
suggests the lower levels of human thought. There is 
little that is spiritual or uplifting. Here, too, you see 
fear propitiating strange devils. 

Then my mind ran down to Central America and the 
building of the Mayas. How little we know about these 
people! Bloody sun-worshippers; pyramids with ap- 
proaching steps, up which the processions were led by the 
priests to the sacrificial altar at the top, where the heart 
of the living victim was torn from his body by the 

(Continued on page 92) 
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Southeastern Held Successful Convention 
at Atlanta, Ga., May 22 to 24 


HE Southeastern Retail Hard- 
ware Association, composed of 
the associations of Alabama, 
Florida, Georgia and Tennessee, held 
its annual convention and éxhibit at 
Atlanta, Ga., May 22 to 24 inclusive. 

Undoubtedly, this was |the best 
convention in the history of |the asso- 
ciation. The attendance was excel- 
lent, the program of a high order. 
and the exhibit comprised practically 
everything in hardware and allied 
lines. Also, the entertainment fea- 
tures left nothing to be desited. 

President Hugh C. Ross ipresided 
at the opening session, with the presi- 
dents of the various state associations, 
each presiding at some of the follow- 
ing sessions. 

Herbert P. Sheets, Managing Di- 
rector of the National Retail Hard- 
ware Association, was present and 
summarized each session in a master- 
ful way. 


Much of the credit for the success | 


of both the convention and the ex- 
hibit were due to the careful plan- 
ning and intelligent supervision of 
secretary Walter Harlan, and the 
capable assistant secretary Rees 
Davis. The only losers were those 
who failed to attend. 


Llew S. Soule on “The Human) Element 
in Business” 


The first speaker at the opening session 
Tuesday morning was Llew §. Soule, 
editor of HarpwARE Ace. The topic was 
n “The Human Element in Business.” 

“Unless people meet the right! kind of 
human element in a store, they |will not 
come back regularly to purchase |goods in 
that store,” said Mr. Soule. “Price and 
merchandise are important factors in the 
success of every store, but the human ele- 
ment is one of the most vital factors. 





“One of the reasons why the average 
hardware dealer is not making enough 
money is because he has too few regular 
customers—customers who buy their hard- 
ware from him as a matter of course. If 
the right kind of human element is devel- 
oped in a store, these customers will be 
increased to a large number.” 








LLEW S. SOULE 











Mr. Soule told of his experiences with 
N. R. H. A. President R. J. Atkinson of 
Brooklyn, N. Y., on their recent trip to the 
Pacific Coast and of the human element 
encountered in stores at various cities. He 
also stressed the need of training sales- 
men, saying that every time a dealer’s 
salesman faced a customer, the dealer and 
the store were on trial. 


J. W. Hammond and C. W. Spradley Give 
Demonstration on Chain Store Prices 


A. C. Roddenbery, president of the 
Georgia Retail Hardware and Implement 
Association presided throughout the 
Wednesday morning session which was 
called to order promptly at 9.30. 





feature on the program was a demonstra- 
tion by J. W. Hammond of Griffin, Ga., 
and C. W. Spradley of Birmingham, Ala., 
in which a comparison was made of prices, 
quality and methods used. in chain stores, 
catalog houses and other competitors of 
the .retail hardware dealer. 

Mr. Hammond had a number of items 


| on which he had the very best prices ob- 


tainable from jobbers in .the Atlanta ter- 
ritory, comparing the prices at which the 
hardware retailers had to pay wholesale 
as against the retail prices at which mer- 
chandise of the nearest obtainable corre- 
sponding quality had been purchased in 
some of the chain and mail order houses, 


| as follows: 





The first | 


Cost Cost at 
to dealer retail in 
from jobber chain store 

ES oc bawsucnnas $ .14 $ .15 
Potato River ........ 48 25 
Potato ,Masher...... 14 10 
| Slicing Knife ....... 42 .25 
Paring Knife ...... & I 10 
Of ee 22 25 
Brace and Bit....... Roo 1.00 
Ree API soe awsieus 92 95 


Hack saw, which is sold in retail store 
without blade for $1.00, as against one of 
same size and weight, practically the same 
finish, that retails in chain stores, with 
blade, for 25 cents. 


Actual Items and Prices Exhibited 


Mr. Spradley then presented some items 
which he had bought from chain, drug, and 
mail order stores in Birmingham, includ- 
ing a square, bought retail in a mail order 
store for $2, costing him $28.20 per dozen 
wholesale; a wrench, costing the jobber 
62 cents, bought in a chain store for 50 
cents; a rachet brace that chains sell for 
$1 and costs $1 from jobber; corrugated 
muffin pans that chains retail at 10 cents 
each as against $1.15 per dozen jobber 
asks for plain type of comparable size and 
weight; iced tea glasses that retail for 
5 cents in chain stores and cost from job- 
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bers 60-70 cents a dozen; and two tea 
strainers bought in chain store for 5 cents 
which cost 5 cents each or 60 cents per 
dozen from jobber. 

“These prices prove,” said Mr. Ham- 
mond, “that you cannot attempt to com- 
pete with this class of competition on cer- 
tain items and make money. The only way 
to handle this situation is to use chain 
store methods and merchandise with the 
open top display tables on which you place 
your merchandise of a quality that com- 
pares with that of the chain store. Put 
a $6 a week girl there to wrap up what 
the customer selects and make change, and 
to keep your stocks clean and attractively 
arranged. 


Independent Store Must Use Care in 
Selecting Goods 


“For that department of your store you 
must adopt the chains’ policy of selecting 
merchandise at a price and of the type 
that will sell itself. It means that the 
independent hardware man must make his 
profit from merchandise that doesn’t sell 
itself, and it is here that you must place 
your salesmen—to sell the merchandise 
that not only requires sales effort but in 
addition offers you a margin and in 





amounts sufficient to make a living profit.” 

Mr. Hammond then told at length just 
how his firm had gone about adding spe- 
cialty lines such as heating plants, circu- 
lating heaters, ventilating systems, plumb- 
ing fixtures and supplies, high-grade radios, 
iceless refrigerators, and other specialties 
which pay larger profit margin and with 
which the chain stores do not and cannot 
compete, as it takes the personal touch 
to sell them, and that is what the chains 
do not have, he said. 

“Going out and selling this type of mer- 
chandise is better than sitting in a store 
and waiting for some one to come in and 
buy little items. Arrange your store so 
that your sales staff devote their time to 
selling the merchandise which needs per- 
sonal attention, and let your lower salaried 
employees tend to wrapping and making 
of change of the smaller items,” said Mr. 
Hammond. 

Referring to the mail order house, the 
speaker said that the quality of merchan- 
dise in the retail store was far above that 
in the average mail order house. Sell your 
merchandise on the quality appeal and you 
need not worry about mail order house 
competition, he advised. 





Hamp Williams on The New Competition 


Following Mrs. Ross’s interesting talk 
Wednesday morning, President Rodden- 
berry introduced Hamp Williams, of Hot 
Springs, Ark., to the convention. Mr. 
Williams’ talk was on “The New Compe- 
tition” delivered in the usual Hamp 
Williams style. He told of some of the 
basic fundamentals that affect business to- 
day and of the growing tendency toward 
the changes which began a few years ago 
for centralization of capital into big cor- 
porations and of the growth of the chain 
idea into a nation-wide network that in- 
volves more than 4000 chain systems, op- 
erating 100,000 stores. 


Must Get Down to Business or Get Out 
of It, Says Hamp Williams 


“Statistics show that last year over 100,- 
000 small corporations made less than $100 
each,” he said, “while from the same au- 
thority we learn that 150 of the bigger 
corporations made over $18,000,000 each in 
profits. One trouble with this country is 
over-taxation and too many people living 
off what the other fellow makes, he con- 
tinued, pointing out that every ten persons 
gainfully employed are supporting a gov- 
ernment employee. 

“The retailers and farmers of today are 
getting more free advice and less help than 
any other class on top side of the globe” 
declared Mr. Williams. 

He told the story of the fellow who 
wrote his friend that he was “having a 
mighty hard time of it, working hard try- 
ing to get ahead” and to which the friend 
replied: “Glad to hear it; you’ve been need- 
ing to get a head a long time.” “That,” he 
declared, “described the retailer todav— 
working hard, but having a hard time to 
buck all the new competition and get ahead 
of them. You must use your head, if you 
would succeed. 

“I’m a friend of the jobber,” said Mr. 





Williams, “and I should be, for they helped 
put me in business, but they are responsi- 
ble for a lot of the retailers’ worries of 
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today. Gentlemen, the day has come when 
we, as retailers, have got to get right down 
to business, or get out of the business we 
are in,” he said. 

He told of having asked his clerks to 
select at random in all parts and depart- 
ments of his store 100 items and compare 
the prices they were asking with those 
asked in the mail order and other stores. 
“We found that our price on these 100 
items was $650, as against $654 asked by 
the mail order houses. That shows we can 
meet prices all right, but it also shows we 
are not making enough profit,” he stated. 


Thinks Jobber Must Aid Combating the 
Trouble 


He told of having asked his clerks to 
pick out 100 items of smaller value and 
they found 67 on which the retail price in 
the chain and mail order stores was about 
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the same as that which they were having 
to pay the jobber. He then took it up with 
the several jobbers, asking them what they 
were going to do to help the retailer buy 
his goods on a basis whereby he could 
make a profit. He found that 11 of them 
could be bought at jobbers’ prices which 
would permit them selling at a price com- 
parable to that of the chain stores and 
make a profit. 

“The jobbers existence depends upon 
the existence of the retailer and the jobber 
of today must wake up to the fact that the 
mere warehousing and shipping of mer- 
chandise is not the only thing he must do 
to continue in business. He should render 
real service in helping the retailer solve 
his problems of securing quality merchan- 
dise at a price with which he can success- 
fully meet this new competition, which is 
besetting us on every hand. Many of 
them, I am glad to say, are seeing the 
writing on the wall and are realizing that 
theirs is a service as well as a warehouse- 
ing institution. 


Show ’Em and Sell ’Em, Hide ’Em and 
Keep "Em 


“The retailer cannot possibly keep up 


| with all the various changes taking place 


and unless the jobber keeps his fingers on 
the pulse of developments and takes steps 
to anticipate or properly handle the im- 
pending situation, we are all going to suffer 
for it. 

“Now, I am not a pessimist when [ tell 
you this; I see, I believe, just what we are 
face to face with and I know that some- 
thing has got to be done to assure you 
independent retailers a living profit in the 
future. The people have the impression 
that we are high priced. And they are 
right, but not when they compare quality. 

“As a matter of fact we could throw 
out all the goods on which Woolworth or 
Kress give us any competition and forget 
it, in so far as profits in our business are 
concerned, they are the small items, but 
it’s these items that everyone buys, and they 
are one of the surest ways of bringing 
people into our store, to buy other goods, 
on which we can make a profit. 

“Here’s where you must display your 
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goods, put prices on them in plain figures, 
and get the goods out where folks can see 
them. Our store slogan is: 


“‘SHOW ’EM and SELL ’EM| 
“HIDE ’EM and KEEP ’EM."” 


He told of having sent one of his store 
managers to buy from the local chain store 
manager a supply of ten cent glass mer- 
chandise, which the chain store manager 
had agreed to sell him at a discount, with 





which he was to put in a department in a 
new store he was opening. The man went 
down and looked over the stocks but came 
back with an armful costing about $6, and 
not enough to make any sort of a competi- 
tive showing (which, he pointed out, was 
one of the reasons independent dealers fail 
to compete with chains, they do not put in 
enough of the goods to make even a no- 
ticeable showing.) Mr. Williams said his 
man came back disgusted and said he 


would not put that stuff in his store. This, 
too, he said, was another failing of the 
quality-goods independent merchant. Buy 
not what you prefer to use or sell yourself, 
but buy to sell and that means buy what 
the people are buying, no matter if it is 
no good, they are buying it at the other 
places and you might as well get a section 
of your store set aside for it if you still 
want to appeal to the buying mind of the 
public. 





Report of President Hugh C. Ross Deals with 
Organization and Management 


“From a careful study of the 1926 hard- 
ware survey it seems that a very great 
number of retail hardware merchants are 
very poor business men,” said Hugh C. 
Ross, president of the Southeastern Retail 
Hardware and Implement Association in 
his annual report, delivered before the con- 
vention on Tuesday. 

The president’s report, based upon “Or- 
ganization and Management,” was com- 
posed of a comprehensive and complete re- 
view of the four major points, which can 
be included under this subject. They were: 
The Function of Retailing, Organization 
Problems, Merchandising Policies and Ad- 
ministration. It was an excellent report, 
well delivered, and invoked much praise 
from those who attended the session. In 
it was contained many fundamental points 
in successful retailing. 


Merchant Should Know His Trading Area 


Mr. Ross said in part: “I have not 
come to tell you how to run your busi- 
ness, or to bring any particular new 
thoughts; however, I do hope that I can 
bring out and emphasize some funda- 
mentals in retailing that will be of assist- 
ance to the membership of the associa- 
tion.” 

Speaking on the functions of retailing, 
he advised the members to secure an un- 
derstanding of the subject, both from the 
standpoint of the merchant and the cus- 
tomer. The character of the trading area, 
its sources of income, the kind of goods 
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required and the prices which will be paid 
must all be understood. The merchant must 
make a study of business conditions to de- 
termine how they affect the prices he pays 
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for merchandise and the purchasing power 
of his customers. ‘ 

Mr. Ross then mentioned some of the 
things which a customer expects the re- 
tail merchant to perform, including—stock- 
ing the goods the customer wants, supply- 
ing merchandise at prices consistent with 
quality, the displaying of merchandise, < 


knowledge of quality, and the furnishing | 


of services as will best meet the require- 
ments of the community. “No retail dealer 
can properly function without a definite 
sense of his service obligation, nor can a 
business properly function without profit,” 
said Mr. Ross, in concluding this point. 


Discount Often Represents Dealer's Only 
Profit 

“Organization problems are most diffi- 
cult,” continued the report, “and great care 
must be taken in solving them. Adequate 
capital should always be available to en- 
able the business to pay its obligations 
promptly; to take cash discounts and to 
take advantage of special buying oppor- 
tunities. A business should not have too 
much capital, as it may be tied up in ex- 
cessive inventories and such. The retail 
dealer is expected to secure a fair return 





on his investment, and since 6 per cent can 
usually be obtained by investment, this rate 
should be the dead line below which his 
investment return should not fall.” 

In speaking about cash discount, Mr. 
Ross advised the association members to 
take advantage of this form of making 
money whenever possible, saying: “All too 
frequently this discount represents the 
dealer’s only profit.” 

Merchandise should be studied from 
three angles: Use, quality and price. The 
dealer should know about the utility, some- 
thing about the style in vogue and have an 
appreciation of quality. “I think it a good 
| idea before buying your merchandise to 
| figure out the price at which you wish to 
| sell it, then buy goods so you can sell them 
|at the price contemplated and leave a 


| profit,” said the speaker. 
| Retailer Should Only Buy Goods Readily 


Salable in His Community 





Among other organization problems 
| which were discussed under the head 
| were: The source of supply, income from 
merchandise, the selection of employees 
and their compensation. 

“The retailer should only buy goods that 
are readily salable in his community,” said 
Mr. Ross, in speaking on “Merchandising 
Policies.” “He should study his trading 
area and at the same time must be alert 
to the sales possibilities of new goods. He 
must be willing to experiment, and trial 
orders will show whether a particular line 


| is adaptable to the lecal demand.” 
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He touched upon the retail merchant’s 
relation with his suppliers, and his need of 
meeting obligations. In speaking on special 
sales, Mr. Ross said that a great deal 
could be said for and against such. sales. 
Many elements must be taken into consid- 
eration, and no two stores can have the 
same success with special sales. The 
speaker said that there was no excuse for 
unfair competition between retail hardware 
merchants. Each dealer should discover 
the appeals that attract business to his com 
petitors, and, when he knows the answer, 
methods for successfully competing will 
suggest themselves. 


Three Prime Duties of Administration 


Mr. Ross emphasized the need for good 
salesmanship, saying that aggressive sell 
ing had become essential to a real measure 
of success in retailing. He also advised the 
setting of a sales quota and the making o! 
definite terms with customers regarding 
credit. 

“There are three prime duties of admin 


istration,” said President Ross, speaking | 


on “Administration.” “They are: To serve 
a public need, to direct affairs within an 
organization and to coordinate the activi- 
ties of the individual business with those 
of other factors for successful develop- 
ment. The first qualification of a success- 
ful merchant is a proper conception of the 
position occupied by his business and its 
importance to the community’s conveni 
ence and growth.” 

The speaker also stated that research 
and study must be made of the conditions 
of business in order to know just what is 
the trend of commerce at the present time. 
Business control was said to be very essen- 
tial, as was personality in the hardware 
store. The human element of a business 


_was_ stressed. 


Training the Understudy 


“It is not good to have a job that only 
one individual can do,” said Mr. Ross. 


“Have two or more people who can handle | 


the same job. He also advocated the need 


of having an understudy in the store who | 


could succeed the owner in running the 
business.” 

Mr. Ross stressed the need of assign- 
ing duties to the employees of the retail 
business. “Definite responsibilities shoul< 
be assigned as rapidly as capability war- 
rants,” he said. “It develops a person in 
many ways. Don’t try to take care of all 
the complaints yourself,” he continued. 
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“Put some of this responsibility on a per- 
son who is competent to carry it.” 
Leadership was a point brought out by 
Mr. Ross in the conclusion of his report. 
“A man should love his business and put 
enthusiasm into it. People will like you 
better for it, and you will escape the dull 
routine of mechanical existence, incident- 
ally making headway wherever you are. 
Put your soul into your work, and not 
only will you find it a pleasure every hour 
of the day, but people will believe in you. 


H. P. Sheets on 


| Herbert P. Sheets, managing director of 
ithe N. R. H. A., was introduced as the 
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It is the sure reward of deep, honest 
thought and hard, persistent labor.” 

“Hardware dealers should exemplify a 
high order of ethical principles,” the presi- 
dent said, “and they should recognize and 
practice fair dealing and frankness in all 
their business experiences.” 

In speaking of community activities, he 
| advised the association members to main- 
tain their stores as outstanding units in 
the make-up of their respective communi- 





| ties. 


Business Control 


| first speaker of the Wednesday afternoon 
| session by R. O. Cranford, president of 
the Alabama Retail Hardware and Imple- 
ment Association, who presided through- 
out the session. 

Mr. Sheets spoke on ‘“‘Business Control” 


| and his talk was of a very instructive na- 
ture. He stressed the need of efficiency 
in the present day retail store, saying that 
dealers were not making profits which 
rightfully belonged to them, as distribu- 
tion costs were too high. With the aid of 
a chart and the work sheets which were 
distributed to the members, he explained a 
system for budgeting the expenses of a re- 
tail store. The members worked out for 
themselves, with Mr. Sheets’ aid, a plan 
for controlling the expenses of an average 
store. They were shown how to provide 
for a certain definite profit which could 
be obtained if the schedule was followed. 
Mr. Sheets also made a most interesting 
summary of each session of the convention 
| immediately preceding each adjournment. 





| Saunders Norvell on Distribution Problems 


| E. W. Howatt, president of the Florida 
| Retail Hardware and Implement Associa- 
| tion, presided at the Thursday morning 
| session. The first feature on the program 
| was a Question Box discussion of “Better 
| Salesmanship.” This aroused many inter- 
| esting and valuable comments from the 
| members _ present. At its conclusion, 
| Saunders Norvell, president of Remington 
| Arms Co., Inc., New York City, was in 
bere to the convention. Mr. Norvell 
received a hearty round of applause when 
| he arose to speak, for he is well known to 
hardware men throughout the country. 
| Mr. Norvell is also a contributing editor 
| to HArpwareE AGE, In speaking on “Prob- 
| lems of Distribution,” Mr. Norvell pointed 
out that it was impossible to stop economic 
forces and wastes in distribution. These 
matters must be dealt with from the foun- 
tain of supply—the factory and on down 
to the ultimate purchaser—the consumer. 
By means of a chart the speaker pointed 
out the comparative costs of doing busi- 
ness through the regular channels of dis- 
tribution and told of the economies that 
| have been found a basis of lowering prices 
and selling cost through the elimination of 
sales effort and other distributing expenses 
that add to the final price. 

He began with a recount on the early 
{days of the hardware industry; of the 





| changes and conditions of the past quarter 
| of a century; of how we as a nation had 
in the meanwhile developed from a horse 
and-buggy age to the present auto-airplane 
modes of travel, with which some other 
lines had been keeping step, including mer- 
chandising. 

He emphasized the value of the personal 
equation in business, stating that about 15 
per cent of all influences or factors that 
make the ultimate sale was involved in 
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the manner in which the hardware man 
meets his customer when he or she walks 
into the store. 

Mr. Norvell stated that manufacturers 


have found the tediousness of selling di- 


rect to dealer over a wide area, and book- 
keeping involved, etc., is impracticable and 
that the jobber will always have his place 
in business. The jobber of today is facing 
a new era, he declared, in which he will 
have to work more closely than ever be- 
fore in helping the dealer secure the mer- 
chandise with which he can meet price or 
other competition. 

The manufacturer has turned to the 
chain outlets and the mail order houses 
and their rapidly developing chains of re- 
tail stores, as a means of direct quantity 


outlet and without the overhead burdens in- | 


volved with the old time methods, the mis- 
sionary man, etc. 

The creative salesman will always have 
a place in business but why should we pay 
an ofder taker a whole day’s salary for 
about three hours actual selling time, he 
reasoned, during which time he does very 
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little to influence a sale that would not 
have been made anyway, stressing that time 





| is a factor in all selling and selling costs. 
Foolish competition—doing something 
that isn’t needed or practical just because 
someone else does so—like sending out a 
missionary man was said to be one of the 
| most costly problems of selling. 
Retailers have done their part, the 


| speaker stated, suffering in their loyalties 


to the jobbers and manufacturers. The 
latter see the handwriting on the wall 
and more and more are awakening to the 


| fact that they have got to work with the 


retailer. 
Mr. Norvell brought his talk to a con- 


| clusion by stating the business is becom- 


ing more increasingly a survival of the 
fittest—that those who are efficient and 
alive to the conditions of the times will 
survive; and those who do not—will fail. 
| “The jobbers need leadership more than 
ever before, so do the manufacturers and 
| retailers. The N. R. H. A. is helping the 
| retail dealers of the country and has been 
a great stabilizing force in the industry,” 
said Mr. Norvell. 








O. K. Jones on Arrangement and Display 


On Thursday afternoon, John B. Greer, 
president of the Tennessee Retail Hard- 
ware & Implement Association, the chair- 
man, introduced O. K. Jones of Guthrie, 
Bradley & Jones, of Sweetwater, Tenn., 
as the first speaker of that session. 
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In speaking of the advantages of “Ar- 
rangement and Display,” Mr. Jones said 
that he wanted to bring the members of 
the associations some words of cheer. He 
continued in part, saying: 

“We all know that words of cheer are 
words of help and words of gloom are 
words of harm. There is a bright side 
and a dark side to every phase of life, and 
to every hour of time. If we speak of the 
bright side, we erase the shadows, so it is 
in our power to help or hinder by word 
everyone with whom we come in contact. 
If we see a look of health or hope in the 
face of an acquaintance and tell him so, 
he goes on his way with new life in his 


veins. If we see a look of failing strength 


or heavy heart in one to whom we speak 
and tell him so, we give him a push down- 
ward. So you see a look or a word can 
help or harm. I choose to speak words 
of cheer—‘To Brighten the Corner Where 
I am,’ 


South Makes Great Progress 


“I want to impress on you that we fel- 
lows who are doing business in the South 
ought to be all smiles, for the South today 
is the coming section of the good old 
U. S. A. If you don’t think so, just get 
a copy of the March report sent out by 
the National Office, and you will see from 
reports of over 600 hardware men that 
every Southern State had gains in sales 
over 1927 for the same period. Also that 
every Eastern and Midwestern State lost. 

“T am sure that part of this gain comes 
about because of better arrangement and 
display. In 1926 we spent on our store 
about $3,000 putting in balconies—getting 
rid of all counters and some show cases; 
and in 1927 we did more business and made 
more money than any year since 1920. We 
were still not satisfied with our changes as 
they were only our own ideas, so recently 
we had Mr. Miles come from the National 
Office and make a plan for us, and we are 
now carrying it out and getting rid of the 
remaining showcases; changing all our ta- 
bles to conform to Mr. Miles’ ideas, and 
| putting out as near as possible every item 
we have in stock on tables and pricing 
same. If you do this and keep your dis- 
plays clean and well trimmed, you need 
have no fear of the chain store. Price, 
| of course, cuts a figure, but I believe if 
| you will do as I have suggested, you need 
not worry about the chain store competi- 
| tion. 

“Gentlemen, it is either a case of keep- 
ing up-to-date, or getting out. One of the 
first steps in fighting the chain store is: 
| study its methods and use its thunder so 
/to speak. Don’t get discouraged or you 
| are licked before you begin. 











“Get my friend Llew Soule to send you 
the HarpWARE AGE and read his series of 
editorials under the title: ‘Trade Winds.’ 
These articles will be worth hundreds of 
dollars to you, and if you have not read 
them, go to Mr. Soule at the close of this 
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meeting and make arrangements to have 
him send them to you. It’s the first step 
in the right direction. 

“Arrangement and Display will not 
solve all our problems, but it will help. 
If you have attractive displays your fear 
of chain store competition will decrease. 
They give out to the public how their sales 
are increasing, but if you will study these 
reports, you will find nearly all of this in- 
crease comes by establishing new stores. 

“Get out your goods, clean them up, ask 
the National to send you a sample display 
table, then go to your local contractor and 
have him make you some more and get to 





work instead of sitting still and crying.” 
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What Do Women Think of Hardware Stores? 


By Mrs. Hugh C. Ross, Jackson, Tenn. 


P until comparatively a short while 

ago a woman felt about as much 

at home in the average hardware 
store as a man does in a millinery shop, 
but in recent years there has been a greater 
revolution in the hardware stores than 
in other stores. One reason for this is 
that they are better and cleaner stock- 
keepers, then too, this is a more colorful 
and attractive display age. It is making 
people buy red, green and blue automobiles 
long before their old black ones are worn 
out. 

Woman the Big Buyer 


Since the early days of history woman 
has been blamed for many problems; the 
modern woman is largely responsible for 
the newer and more intensive competition 
of today. Since she does 85 per cent of 
the buying in the United States she is 
termed the “Big Buyer.” Mother is step- 
ping out, she has increased income. Sell 
her and you sell the whole family. She 
is buying labor saving devices, is seeking 
new merchandise and is spending her 
money where she believes she will get 
greater value. You can induce her with 
a bargain counter, you can persuade her 
with good merchandise and .« advertising 
copy, you can entice her with special ap- 
peals over the telephone or invite her with 
special letters, but for most women the 
primary attraction is price, or at least they 
seem inclined to favor with their patronage 
those merchants who are sufficiently gifted 
in creating and maintaining @lusions in 
regard to price. 


A Shrewd Purchaser 


A woman does not like to buy and then 
suffer little pangs of conscience or twinges 
of jealousy as to what other women get 
elsewhere for a smaller sum. She prides 
herself on economical buying and will walk 
the town over to save five cents. I know 
what I’m talking about because I see this 
done every day of my life. 

Merchandise should be marked plainly 
with price tickets. “Hardware merchants 
will not have to worry much about sales 
if they do more worrying about ideas.” 

With faster transportation, faster com- 
munication and greater educational ad- 
vantages, woman’s desires are greater than 
her ready needs. Consequently every in- 
dustry is competing for a share of the 
customer’s dollar. Hardware and many 
other lines are now sold by chain stores, 
department stores, gas stations, mail order 
houses, drug stores and other channels of 
distribution. 

I have a friend who says she never 
goes to town without walking through 
Kress and Woolworth’s stores, because 
they are always getting in new things 
and she is afraid she will miss something 


should she fail to pass through. Chain 











stores select special price leaders and put 
them where a woman can't help but see 
them, then arrange all other merchandise 
where she must see it, too, and want it 
as she passes down the aisles. 

Another point to take notice of, the 


MRS. HUGH C. ROSS 


chain stores rarely have a duplicate of 
orders; articles may serve the same pur- 
pose but will be different. They under- 
stand a woman's nature of looking for 
something new. 

A survey made recently in a number of 
chain stores revealed that anywhere from 
25 per cent to 45 per cent of all items car- 
ried were items that one would logically 
expect to find in the average hardware 
store. On top of this, these stores feature 
hardware as an inducement to attract 
women. Low priced items that carry a 
good profit are placed in the foreground, 
and these are used to help sell countless 
other items that a woman might not other- 
wise have thought of; all out on open 
display. 


Department Stores Cater to Women’s 
Trade Especially 


In department stores, where woman's 
trade is catered to especially, you will find 
profitable hardware items displayed at- 
tractively and in almost endless variety. 
So, you hardware merchants who still 
believe that the woman’s trade doesn’t 
amount to much are not only deliberately 
shutting your eyes to a big source of rev- 
enue, but are also playing into the hands 
of your rival. 

There is just one sure way of getting 


this desirable business—make your store 





more attractive and your prices to com- 
pare favorably with other stores. 

It is merely a matter of featuring items 
(such as housewares), that have a con- 
stant appeal to women, then making shop- 


| ping in your store so pleasant and easy 


that women would rather come there and 
buy than anywhere else. 

Remember that plenty of the right kind 
of light and attractive window displays 
will mean a great drawing card to your 
store. 

Another thing I’d like to impress upon 
you merchants and hand it down to your 
salesmen if you please: Many women like 
to make their own selection of goods with- 
out a salesman at their elbow, but when 
they make up their minds to buy they 
want to be waited upon promptly. 


Men Do Not Buy All the Hardware 


More and more the purchase of hard- 
ware is made or influenced by women. 
Today they buy many items of hardware 
that men used to buy, besides kitchen- 
ware, silverware, cutlery, nickelware—they 
buy sporting goods, stoves, refrigerators 
or Frigidaires, vacuum cleaners, bathroom 
fixtures, paints, varnishes, lacquers. In 
fact about the only hardware that men buy 
now is heavy hardware such as builders’ 
hardware, tools and such things as he uses 
himself. (I buy my own rakes and hoes 
because I’m a gardener at our house.) 

Many of you are aware of the fact 
that the women are now painting their 
slippers all the bright colors to match their 
various costumes and right here I'd like to 
suggest how you can increase your paint 
sales by having your saleslady demonstrate 
this at a very prominent place in your 
store. 





Adopt Modern Methods to Draw Women’s 
‘Trade 


However, every dealer can do the things 
that are drawing the woman's trade into 
other stores. No one has a right to any 
particular kind of business. Your share 
depends upon your going after and getting 
it, rather than depend upon what comes 
to you. If you do not adopt modern meth- 
ods and go after the business, some one 
else will. 

It has been said that the five essentials 
of merchandising are: 

1—F ind out what your customers want, 
and remember their wants are changing 
every day. 

2—Get it. 

3—Tell them you have it. To be sold 
it must be shown. 

4—Suggest other goods, related items; 
your real profit comes from increased sales 
to each customer. 

5—Give the service that makes satis- 
fied customers. 
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Remember that each piece of merchan- 
dise in your store is a tenant, and if it 
does not pay its rent, out it goes. 

How many star boarders are you carry- 
ing in your store? 

What about a woman clerk in your or- 
ganization compared to a man? Some 
managers are sold on the woman clerk 
for certain departments. When buying 
houseware, electrical goods of certain kinds, 
cleaning supplies, etc., the women cus- 
tomers will prefer to deal with someone 
who has first hand practical information 
about these lines. 


They Know Equipment 


Women are more at home to talk over 
these things with women. Both enjoy a 
little argument over the proper curve of the 
blade of a paring knife or the best brush 
to remove dust from a radiator, etc. 
A man’s information about such things is 
necessarily more or less second hand; the 
best thing he can say is “the ladies tell 
me thus and so, or this is the kind we use 
at home.” Some merchants advise having 
a lady in each department. Under the 


same circumstances and conditions the 





saleslady will keep her stock in better 
shape than a man, she may not take any 
more pride in neat, clean and artistic dis- 
plays of her wares, but she will work 
harder to maintain such a standard. She 
knows the difference between dusting that 
removes and dusting that merely moves 
dust, and the odds seem to be in her favor 
for putting things back in their places 
rather than leaving them here and there 
as circumstantial evidence. It might be 
here whispered that a mere man who has 
this same branch of orderliness and fas- 
tidiousness is probably too effeminate to 
be an aggressive salesman. The saleslady 
is reported to be a close and thrifty buyer 
when she does the purchasing for her 
department and she will also practice small 
operating economies which are scornfully 
referred to by men as—“two for a nickel 
stuff.” It seems to hurt a woman more 
than a man to have a thing go to rack and 
ruin for want of a little fixing. 

If such economies as above named are 
practised by all employees it sometimes 
makes a difference between red and black 
ink at the close of the year. 

Most women can put themselves easily 











in the customer's place and can visualize 
the disappointment and exasperation felt 
when someone has blundered. They real- 
ize that an institution or a store’s reputa- 
tion is a very fragile thing. They know 
how women of all strata of society dis- 
cuss and gossip about shopping and shops 
and how very quickly, though often 
unreasonably they react to favorable or 
adverse mention of particular stores. 


Cater to Women’s Trade 


If you hardware merchants recognize 
the value of woman's trade and want it, 
steps should be taken to impress the 
women of your community that your store 
is headquarters for hardware. If you 
hide your small hardware items, or don’t 
price them, there is little to attract women 
or interest them in your other lines. They 
will continue to buy elsewhere. 

Display your entire stock in full view, 
where the women can see every item, know 
all the prices, compare values and they 
will not only come to your store, but will 
bring many of their friends. There is 
truth in the old saying, “What man earns, 
woman spends.” 


Four Honorary Members Receive Life Membership Cards for 


One of the pleasant features of 
the Southeastern Convention was 
the presentation of Honorary Life 
Membership Cards to Hon. Hamp 
Williams, Hot Springs, Ark; 
George M. Gray, Coshocton, 
Ohio; Tim McAllister, Atlanta, 
Ga., and Llew S. Soule, editor of 
HarpwakE AGE. 

The honorary members were 
called to the platform at the open- 
ing session and the presentation 


Outstanding Services 








of the cards was made by Presi- 
dent Hugh C. Ross in behalf of 
the association, as a token of ap- 
preciation for outstanding services 
rendered. 

The Southeastern association 
composed of the association of 
Alabama, Florida, Georgia and 
Tennessee has 1200 regular paid 
up members and to date has only 
honored these four men with hon- 
orary life memberships. 


Kitchen Float Is Attention-Getter 


This float, representing a 
modern kitchen equipped with 
an electric refrigerator, a por- 
celain enameled sink, and an 
all-white porcelain enameled 
oil range, was entered by 
Wells & Wade, hardware and 
implement dealers, Wenatchee, 
Wash., at the Apple Blossom 
Festival held in that city in 
April. Between twenty thou- 
sand and twenty-five thousand 
people saw this float and it re- 
sulted in many inquiries, espe- 
cially concerning the all-white 
oil range, which was the first 
device of this kind that had 
been seen there, and therefore 
held considerable news  in- 
terest. 
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His Windows 
INSIDE OUT 





Revolving Display Panels Allow Twelve Tool Displays to Be Seen in 
Store or in Window Facilitating Window Trimming 


N every hardware store it is some times difficult to 
find time to do all the many things that require 
attention. Consequently any practical arrangement 

or plan that saves time or labor is sure to be interesting. 

It has remained for A. G. Bauer, of St. Paul, to devise 
a window back-ground that not only saves him consider- 
able time and trouble but also attracts attention to the 
Qe. . 
wigpdow itself through its very novelty. Mr. Bauer, 
like TRIMY-OIe dealers located 4 the residential section 
of a large city, has a number of mechanics living in his 
community and has built up among them a very desir- 
able tool business. However, in order to hold that busi- 
ness, he has found it absolutely essential to maintain 
continually window displays and a prominently placed 
store display of tools. 

Consequently one window is devoted entirely to tools 
and the tool department is placed at the front of the 
store, backed up to the window. Across the back of 
the window is room for six panels, 30 in. wide and 
40 in. high. These panels are pivoted in the exact center, 
top and bottom, so that they may be revolved and either 
side exposed as a section of the window background. 

By placing a tool display on either side of each panel, 
both an attractive window display and a store display 
is made. Whenever a customer enters the store and 
asks to see one of the many items displayed on one 
of the window panels, by simply revolving that particu- 


lar panel, it is brought into the store and at the same 
time the window display is automatically filled in. In 
changing the displays, new samples can be mounted on 
the store side and by a mere turn of the panel is put into 
place, eliminating the necessity of climbing in and out 
of the window. Incidentaly“a new panel can be trimmed 
in odd moments and interruptians by customers do not 
leave a half finished display exposed to the gaze of the 
passers-by. 

Mr. Bauer gives full credit to his unique window back- 
ground for the turn-over of approximately six times in) 
small tools which he averages annually. 

These display panels differ very little from the stan- 
dard panels used in many hardware stores throughout 
the country. They are slightly larger and are not cov- 
ered with glass. As the above illustration shows, the 
various types of tools are placed in groups. Electric 
lights have been placed close by the panels to brighten 
up the merchandise. 

Just above the panels can be seen the stock of bam- 
boo poles that is carried by Mr. Bauer. Notice that 
these long, hard-to-stock items are in a convenient place 
and yet safe from any accidental damage. ‘Two loops, 
suspended from the top of the windows, above the 
panels, do the trick. It is a simple, yet effective method 
of handling this merchandise, which is in demand by 
fishermen. 
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The Changing Competition 


The National President Analyzes the Trends of Modern Competition and Suggests 
Ways and Means to Progress in the Present Day in His Address to 
the Pittsburgh Retail Hardware Association 


UCH is said nowadays about changing competi- 
tion and we can hardly think of any activity in 
business or social life but that this changing 


competition or striving for a 
better place in the sun is re- 
sponsible more or less for that 
activity. This old world of ours 
seems to be turning faster and 
faster all the time. Things 
which are new today are old to- 
morrow. We know by our past 
experience that the automobile 
or the radio we now own will in 
a short time give way to an im- 
proved auto or radio; yet we do 
not wait for the improvement but 
get the best we can at present 
and junk it when the improved 
models make their appearance. 
Individualism is rapidly pass- 
ing and our actions are more or 
less governed by group appeal. 
Desire to possess has progressed 
so far in the average person that 
it has run far beyond the income 
ability to buy for cash, and we 
see large financial institutions 
built up to mortgage the future 
earnings that the individual may 
possess at once instead of using 
the older method of waiting until 


savings have made possible the purchase. 


We see production speeded up so that large 
volume can be produced so cheap that it makes 
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petition.” 





Many industries are following this same line of action, 
reasoning that the wider the industry is devoloped the 
larger will be its sales possibilities. In some industries 


new developments have created a 
division of interests that in them- 
selves have formed a new group 
competing for a greater share of 
public patronage. An outstand- 
ing example is the development 
of rayon in the fabric industry 
where it is rapidly supplanting 
silk and cotton fabrics. Recently 
my attention was attracted to the 
falling off in the carpet industry, 
the reason given being that lino- 
leums and hardwood are being 
used largely on floors that were 
formerly covered with carpet. 
The length and breadth of 
women’s skirts have made quite 
a serious problem for dress goods 
manufacturers. The competition 
between wool and fur for mate- 
rials for women’s coats is an in- 
teresting study. Paint and lum- 
ber people are faced with the 
competition of the brick and 
cement manufacturers in building 
construction, while the railroads 
are faced with the competition 
of the airplane as a mail carrier. 


These examples are only a few of the many I might 
cite to bring to your mind a picture of changing con- 
ditions, or as it is styled by many, “The New Com- 


many items available to the ordinary purchaser 
who never dreamed he would be able to possess 
them. 

We witness whole industries grouped to- 
gether in selling and advertising campaigns so 
that they will attract a larger share of the 
consumer’s dollar to their particular industry. 


Recently I heard a gentleman in the automobile indus- 
try make the statement that automobile manufacturers 
willingly allow their competitors to visit their factories 
and study the methods of production used by them and 
also extend to each other the privilege of using the im- 
provements and patents which they individually have 
developed in order to establish public confidence in the 
automobile. They are looking at a picture of the devel- 
opment of an industry and not a particular car. 


This competition of industries has brought 
into much prominence the subject of distribu- 
tion and it is this particular phase of the subject 
that affords us the most interest for it is that 
job we are all interested in. In this striving of 
industries for a larger share of the consumer’s 
dollar it would be indeed strange if new meth- 
ods were not tried in the distribution of the 
various products. 

This vast quantity production and distribu- 
tion did not seem to be visualized by those 
factors which had been the recognized channels 
of distribution for years, and new channels 
were formed to help distribute this increased 
production. These new units largely known 
as chain stores spread very rapidly and soon 


























Must 


By Russet. J. ATKINSON 
President National Retail Hardware Association 


became a tremendous buying and selling power 
in the market, and many manufacturers wel- 
comed them as an outlet that could consume 
large quantities of goods. 

The chain stores in their great sales expan- 
sion became a very active competitor with the 
old line, or what we may term regular, mer- 
chant, for a share of the consumer’s dollar, and 
we are today facing the question, “What can 
we do about it?” 


Much already has been done in bringing the impor- 
tance of the subject to the dealers’ attention by the active 
work of the Hardware Council, by the National Retail 
Hardware Association and by the trade press. The 
National Retail Hardware Association, as a program for 
its convention at Boston in June will present a picture 
of a typical hardware man in Henry Brown. They will 
show the history of the business career of Henry Brown 
extending back to pre-war. days and following his busi- 
ness fortunes up to an including the present time and 
will ask their committees to make a thorough study of 
Henry Brown’s present problems and suggest to him a 
way out. 


To Make a Thorough Trade Study 


This will be the answer more or less to a challenge of 
the Hardware Council’s report on the “Problem of Dis- 
tribution,” particularly that part that is more or less 
critical of the hardware retailer. I am in a position to 
know that an earnest effort will be made to thoroughly 
study this subject and if the manufacturers and whole- 
salers would make the same group study we would have 
a collective trade study that would surely benefit our 
particular industry. 

Quite recently I had the pleasure and privilege of at- 
tending the sessions of the United States Chamber of 
Commerce at Washington, and listened with a great 
deal of interest and pleasure to the voice of men promi- 
nent in the more important industries of this country, 
making a broad appeal to the governing powers to more 
closely study the needs of business in making new laws 
and also to recognize the large burden that is imposed on 
business by unwise tax legislation. 


Recognizing Value of Cooperation 


The business body itself is recognizing the value of 
cooperation and this was strongly emphasized by the 
motto of the convention, which was “Teamwork for 
Prosperity.” Teamwork means joining together bof 
energy for service. This is where the start must be 
made if the hardware business as an industry is to sur- 
vive. The machinery for this effort is in a high state 
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Be Met by Group Action 
a 


nd ‘Thought 


of organization. In the retail line we have our National 
Association, our various state associations, and all over 
the country these organizations are supplemented by 
group organizations, one of the more prominent ones 
being your own body—The Pittsburgh Retail Hardware 
Association. 


What Are Organizations 


(Organizations in themselves are after all only a piece 
of machinery developed for their members to function 
through and without membership action are of no value. 
Those organizations whose actions are of recognized 
value have back of them the support and earnest effort 
of the members themselves. We often refer to chain 
stores but seem to forget that chain stores would not of 
themselves, as individual stores, be the prominent factor 
that they are except for the activity of the organization 
that is behind them. 

Many persons think that an organization consists of a 
great number of units and here is one of our great 
mistakes. Any store that has one or more clerks can 
develop an organization that can operate toward making 
that store a success. Funk & Wagnalls Standard Dic- 
tionary defines the word “organize”—to bring into sys- 
tematic relations as parts of a whole. I wonder how 
many hardware men have ever sat down and studied this 
definition as the first step in helping themselves meet 
this new competition, about which we are all so con- 
cerned. ’ 


Organization Chief Competition Today 


How many hardware men have ever fitted into sys- 
tematic relations as a part of the whole, their store 
clerk, or their window display, of their store arrange- 
ment, or their advertising, or even themselves? 


Our chief competition today is organization 
and the first thing we should do to meet that 
competition is to develop and perfect the best 
organization we know how to create. The next 
step is to test the strength of that organization 
by studying the merchandise or service compe- 
tition it must meet. Perhaps we may find that 
the competition is too great for the individual 
organization to meet. 


We can then do as you have done, co-relate our in- 
invidual organizations with other organizations so we 
can have the result of combined experience in meeting 
our problems and keep building in this manner until we 
are in a position to solve our problems. 

Much of the solution of the problem of competition 

(Continued on page 99) 
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Once-a-Week Ideas 


For the Small Town Hardware Merchant 


Suggestions on linking up post-card campaigns and single-sheet 
mailing circular campaigns with newspaper advertising 


By Guy Hubbart 


Specialist in Newspaper Advertising 


NOME: of the best hardware stores are in centers 
served only by a weekly newspaper, or by one whose 
circulation does not sufficiently cover the store’s 

trading area to permit of regular advertising. 

In cases like this newspaper advertis- 
ing can be supplemented by other ce- 
vices sure to increase sales and 
build up business. There is 
no reason why a store should 
remain small in volume or 
struggle with peaks and val- 
leys in weekly sales merely 
because it is located in a vil- 
lage or a small town. The 
smaller the actual population 
the more likely that there is 
plenty of business to be had 
from the adjacent 
population. And 
even when a large 
town is only a few 
miles away, the local 
merchant cannot only < 
keep volume up to 
standard but can 
build up and expand : 
his trade. Rural ~~ —_|§ 
families use just as y 
much hardware per —_ 
family as if they a i ‘ 
lived in concentrated . 
centers. The point 
is to get the normal trade regularly and stimulate extra 
business as often as possible. 

Also these two points are in the small town merchant's 
favor and should not be overlooked in planning adver- 
tising : 

1. While rural communities may not buy as often as 
large communities, the average purchase is larger per 
customer ; more articles are bought at one time and on 
the average each single sale is larger. 

2. Small town customers are likely to stick to a store 
once they become familiar with its goods and values; 
rural customers are less likely to shop here and there if 
their interest is aroused and constantly kept alive. 


Ways to Use Post-Cards 


The simple little one-cent post-card has worth-while 



















selling power. Many a store has spent a few dollars in 
postage and got back more than satisfactory returns. 
Mailing lists are easy to get, and that is the first step, 
of course. Tax lists, school lists and other kinds are 
available. It is only a matter of col- 
lecting and checking them. The main 
thing is how to use the cards. Here 
are two practical suggestions: one to 
be used as supplementary to 
ez*  uewspaper advertising, the 

other as a single mediur 


Special Value Card 


Put the regular ad 
in the weekly news- 
paper and in a box or 
other display a line like 
this: “Watch for our 
post-card special. You 
are sure to save money 
on your hardware if 
you read our card, 
next week!” 

If the paper comes 
out on Saturday, mail 
the card so it will go 
out on Tuesday. There 
is enough space on a 
card to describe two to 
five items. The best 
method is to create a 
special value, not a cut- 
price item or the so-called bargain but a value. For 
example, make a composite value; that is, three items at 
a bulk price. Here is one: 


Some of the best 
hardware stores are 
in centers served 
only by a weekly 
newspaper. 


(1) Step ladder ......... $1.49 
(2) Six water glasses.... 1.14 
(3) Cooking kettle ...... 1.98 


Print this in the upper half of the card and under it 
something like this: “This Saturday special saves you 
51 cents, and we have five other combinations you may 
choose from. (Signature of Store.) 

The saving should represent at least 50 cents on the 
three articles. The other combinations should represent 
a saving of 20 cents to 60 cents, depending on what the 
combination is. The point is to interest the customer in 
the “five other combinations.” All six should be dis- 
played on a separate table or counter if possible with a 

















EE 


























HARDWARE AGE 


wn! 
(oui 


for JUNE 7, 1928 








placard that says: “These are the post-card specials you 
read about last week.” 

This is a simple but mighty effectual way of keeping 
up interest in your store. A hundred cards may bring 
in $40 worth of direct sales for one Saturday and $120 
of repeat sales during the week. This plan should be 
used every two weeks, or oftener if the list is small. A 
store with a 200-list should send out 100 at a time one 
week, then another hundred of different names the next 
time. If Saturday is not the best day, pick another day 
until you find out which is the best. Cards can be 
printed if convenient, written by hand or typewritten. 
The best way is to typewrite the items and write the 
figures of the combination in by hand. 

The other post-card method is more in the way of a 
reminder. Decide on the date of mailing and put some- 
thing like this on the card: 

“Dear Mr. So and So: Next Wednesday is 
the middle of July, when your wife needs 
goods for canning and you need tools and sup- 
plies. We have full stocks of both, and invite 
you to examine our prices. 

“(Store Signature. )”’ 

[his card should mention two seasonal items, one of 
housewares, the other in the line of tools or equipment 
in demand. The 


The two best methods of using the mailing sheet are 
these: 

(1) Make out a list of timely items and typewrite as 
many as will go on the sheet; put seme introductory 
matter at the top (where the double x is) and the store 
name at bottom. 

(2) Have any newspaper ad set as this one is the 
exact size of the sheet. Then after the ad comes out 
have the printer save the type form and print the ad 
on the mailing sheet. The reproduction here is a sec- 
tion of a large ad set in a space to fit a sheet 11 by 8% 
in. in size, ordinary typewriter size. By planning ahead 
and telling the printer to set. the whole ad or a section 
of it to fit the circular size you can always have a mailer 
ready to use one week or two after the ad appeared in 
the paper. The fact that the items on the mailer have 
previously appeared in the newspaper helps rather than 
hinders, even if the mail list reaches some of the sub- 
cribers. 

The idea in both the post-card and mailer campaign is 
to keep your store and goods constantly before your 
public. The mailer can be sent in a first or second-class 
envelope, first-class is preferable, of course. 

There is no doubt about the effect on sales of cards 
and mailing sheets. The specific effect will of course 
vary with the 








point is to attract 
the customer’s at- 
tention to his im- 
mediate needs. 
And that is what 





advertising of 
any kind is—at- 
tracting attention 
at the time when 
customers need 5 
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Equally practi- 
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cases more adapt- 
ed to local con- 
ditions is the sin- 
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sheet, typewriter 
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Price-Cutting and Profitless Prosperity 


By Felix H. Levy 


Member of the New York Bar 
Former Special Assistant to the United States Attorney General 


N the May 3, 1928, issue of HARDWARE ACE there 
was contained a condensed report of a speech made 
by the present writer at Edgewater Park, Miss., on 

April 17, 1928, before the Joint Convention of the 
American Hardware Manufacturers’ Association and 
the Southern Hardware Jobbers’ Association. 

The subject of the speech was Profitless Prosperity 
as Caused by Price-Cutting. 

The editor has asked for an elaboration of this theme 
by means of two articles for HARDWARE AGE, one deal- 
ing with the subject of the law relating to Resale Price 
Maintenance; and the other dealing with the question 
of the legal rights of members of a trade association 
in contending with the evil of ruinous price competi- 
tion. 

The present article will deal with the first of these two 
subjects. 


The Law Relating to Resale Price Maintenance 


Everyone engaged in a competitive business is familiar 
with this expression as denoting the effort to prevent 
price-cutting with respect to trade-marked or other 
standard and nationally advertised merchandise. 

Prior to 1911 it was a common practice for manufac- 
turers to require contracts from customers by which the 
latter obligated themselves to maintain the resale price 
established by the manufacturers, with the result that 
price-cutting was uncommon. In 1911, however, the 
United States Supreme Court rendered a decision in 
the Dr. Miles Medical case, in which it declared that 
such contracts were a violation of the Sherman Anti- 
Trust Law. In 1913, the same court in a suit brought 
by the Ford Motor Co., extended this decision by de- 
claring that it applied also to patented articles. 

Ever since then, and particularly within the last four 
or five years, the subject of price-cutting has assumed 
a constantly increasing importance so that, at the pres- 
ent time, it constitutes a question of a deep and vital 
character. This is true for the reason that in practically 
every competitive industry the temptation exists for a 
few misguided and mistakenly selfish people to endeavor 
to increase the volume of their business without proper 
regard for profits and therefore to take advantage of 
the reputation gained by nationally advertised merchan- 
dise of recognized merit, by selling such merchandise 
at a price less than that which has been advertised by 
the manufacturer, and therefore at less than their com- 
petitors who conduct their business on sound business 
principles and are therefore unwilling to do business at 
a loss. 

Speaking of these price-cutters, in a case decided by 
the Supreme Court, Mr. Justice Oliver Wendell Holmes 
used unsparing language. He said: 

“T cannot believe that in the long run the public will 
profit by this course, permitting knaves to cut reasonable 
prices for mere ulterior purposes of their own, and thus 
to impair, if not destroy, the production and the sale of 
articles which it is assumed to be desirable the people 
should be able to get.” 


Mr. Justice Brandeis, shortly before he became a 
member of the Supreme Court, said: 

“When a trade-marked article is advertised to be sold 
at less than the standard price, it is generally done to at- 
tract business to the particular store by the offer of an 
obviously extraordinary bargain. It is a bait—called by 
the dealers a ‘leader’; but the cut-price article would more 
appropriately be termed a ‘mis-leader,’ because ordinarily 
the very purpose of the cut-price is to create a false im- 
pression * * *, The evil results of price-cutting are far- 
reaching.” 


The Federal Trade Commission, likewise, in a 
unanimous report to Congress several years ago said: 
“The consuming public does not enjoy benefits by un- 
fair price-cutting to compensate it for the injuries follow- 
ing demoralization caused by price-cutting. This for the 
reason that, in the long run, unrestrained price-cutting 
tends to impair, if not to destroy, the production and dis- 
tribution of articles desirable to the public.” 


From the standpoint of the manufacturer, the damag- 
ing effect of price-cutting is obvious. After he has 
devoted long years of effort in developing a desirable 
article of merchandise and has given it a popular reputa- 
tion as the result of thought, energy, effort and money, 
his inability to check the piratical and selfish actions 
of price-cutters, unless controlled in a manner which 
will later be stated, leaves him in a deplorable position. 
He finds that his merchandise will not interest a mer- 
chant who wishes to conduct his business on a living- 
profit basis, because such merchant cannot sell the mer- 
chandise at a proper profit if his neighboring price- 
cutter offers the same merchandise at a cut-price. The 
result is that such a manufacturer must stand help- 
less and in despair while his price-cutting customers cut 
the price of his product and thereby impair and often 
destroy the further value of the trade-mark which 
identifies such merchandise. 

Similarly, the injury to merchants selling such mer- 
chandise and who seek to sell it on a living-profit basis 
are put to the necessity of either cutting the price them- 
selves and thus doing business without profit, or of 
ceasing to handle the article at all. These evil results 
are becoming more and more evident and burdensome 
in every competitive industry in this country. 

Quite a different condition prevails in Great Britain, 
Australia and Canada, because in those countries this 
antiquated feature of our Sherman Law does not exist. 

One conspicuous effect of the price-cutting evil in this 
country is to be found in the constantly increasing 
magnitude of price-cutting chain store systems. It has 
been contended that the principal cause of the astonish- 
ing growth of the chain store systems is their ability to 
sell standard merchandise at cut-prices, with the result 
that independent competitors of smaller size and with 
lesser financial strength and therefore unable thus to 
sell their merchandise at cut-prices, are being rapidly 
driven out of existence. It has therefore been argued 
that the time is near at hand when chain store systems 

(Continued on page 93) 
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James C. Beardslee Dies—A 
Sherwin-Williams Director 


James C. Beardslee, for many years one 
of the active leading executives and one of 
the directors of Sherwin-Williams Co., 
Cleveland, Ohio, passed away at his home 
in Cleveland Heights, on May 18. He had 
been in poor health for many months and 
his death was hastened by a recent opera- 
tion. He was 66 years of age. 








J. C. BEARDSLEE 











Mr. Beardslee was born in 1862 and re- 
ceived his first position as a clerk in the 
factory office of the Sherwin-Williams 
plant on April 1, 1880, when less than 18 
years of age. He became successively 
junior clerk, in charge of cost accounting, 
factory superintendent and in 1896, general 
superintendent of the company’s plants. In 
1898 he was made a director of the com- 
pany. 

He took an important part in devel- 
oping the manufacturing facilities for 
the producing of paint and is credited with 
the development of inside floor paint. It 
is stated that the formula Mr. Beardslee 
worked out for this paint is practically the 
same as the one still in use. He was 
credited with having hired G. A. Martin, 
who is now president of the company, to 
supervise the Chicago plant. 

Mr. Beardslee retired from active ser- 
vice in 1915. His widow survives him. 


Armstrong Mfg. Co. Changes 
Name and Adds New Directors 


C. C. Armstrong of the Armstrong 
Mfg. Co., Huntington, W. Va., has an- 
nounced that the company’s name has been 
changed to the Armstrong Electric & Mfg. 
Co. 

It has also been announced that the com- 
pany will now be able to concentrate new 
manufacturing and merchandising facili- 
ties on Armstrong products, while at the 
same time develop new products. Several 
new directors have been added to the di- 
rectorate. The new directors include: T. 
E. Spence, W. S. Yerkes, vice-president 
of the General Outdoor Advertising Co.; 
W. C. Beckers, Allied Chemical & Dye 
Corp.; J. Roy Allen, American Hide & 











Leather Co.; C. R. Berrien, vice-president 
of the Central Union Trust Co.; Hubert 
K. Dalton, of the Dalton Tool Corp., and 
W. R. Westerfield, R. F. Westerfield & 
Co. 

Thomas E. Spence, who has been an 
official of a public utility company and 
who more recently has been associated 
with the Hamilton Beach Co., has been 
elected to the presidency of the Armstrong 
corporation. 





F. L. Ercoline Joins Remington | 
Arms Cutlery Sales Staff 


F. L. Ercoline, who for the past seven | 
years has represented the Rochester Can 
Co., Rochester, N. Y., in the New England 
territory, joined Remington Arms Co., | 
Inc., New York City, on May 14 and has 
charge of cutlery sales in the New Eng- 
land territory. He will be assisted in 
this work by the general representatives. 

Mr. Ercoline is well known to the hard- 
ware and cutlery trade in New England, 
having begun his business career with Bige- 
low & Dowse Co., Boston, Mass., in 1904. 
He was buyer and manager of the cutlery 
department from 1914 to 1918. He entered 
the war and at its conclusion reentered 


Boosters Hear Fellowship Talk 
by Sidney J. Milligan 


Sidney J. Milligan, Newark, N. J., 
president Metropolitan Hardware Associa- 
tion, delivered a most inspiring address on 
“Fellowship” at the regular monthly meet- 
ing of the New York Hardware Boosters, 
Saturday, May 26, at the Hardware Club, 
253 Broadway, New York City. Chief 
Booster Fred B. Hinchman, John Russell 








the cutlery business. 


Oliver Iron & Steel Corp. 
Opens Kansas City Warehouse 


The Oliver Iron and Steel Corporation 
of Pittsburgh, Pa., manufacturer of gal- 
vanized pole line hardware and construc- 
tion specialties has opened a new ware- 
house at Nineteenth and Campbell Streets, 
Kansas City, Mo., where a complete stock 
of pole line material will be maintained at 
all times. 

W. M. Watters, district manager of the 
Oliver Corporation, formerly located at 
209 Baltimore Building, has moved his 
offices to the warehouse building and will 
be in charge. 


Utica Drop Forge & Tool Co. 
Buys Arrow Wrench Co.. 


Utica Drop Forge & Tool Co. of Utica, 
N. Y., recently purchased the plant and 
equipment of the Arrow Wrench Co. of 
Hammondsport, N. Y. The plant and ma- 
chinery will be moved to Utica where the 
Utica Tool Co. will continue the manufac- 
ture of 221% degree adjustable angle 
wrenches. 


A. C. Kingston, Asst. Gen. Mgr. 
Boston Woven Hose Company 


A. C. Kingston has been appointed as- 
sistant general manager in charge of sales 
of the Boston Woven Hose & Rubber 
Co., P. O. Box 5077, Boston, Mass. Mr. 
Kingston has also been elected to the board 


| Schmidt, 





of directors. 

J. W. Fellows, factory manager of the 
company, has been elected to the board of | 
directors. 





SIDNEY J. MILLIGAN 











Secretary Roy C. 
Works; Treasurer 


Cutlery Co., presided. 
Stanley 


| George W. Eadie, Harmon & Dixon, and 


Junior Chief George H. Fisher, Milwau- 
kee Stamping Co., were at their regular 
posts. About 35 were present. Among the 
guests were Jos. Ringler, president Man- 
hattan and Bronx Association; Matt Lud- 
low, past-president of the N. R. H. A., and 
C. H. Read, Igoe Bros. 

Mr. Ringler expressed pleasure at being 
present and said that the retail hardware 
associations always knew they could de- 
pend on the Boosters for cooperation on 
any project. Mr. Ludlow spoke briefly, 
calling attention to the Jersey outing, 
June, 6, and the Metropolitan outing, to 
be held July 11. 

It was announced that those wishing to 
attend the Metropolitan outing and the 
coming N. R. H. A. Congress at Boston 
should communicate with Booster Chas. J. 
Heale, HARpWARB AGE. 

Past Chief Bert Conner, Pike Mfg. Co., 
told how he and Booster Oscar E. Watts, 
E. C. Atkins & Co., had jointly held sev- 
eral very successful Saturday afternoon 
demonstrations in retail hardware stores. 
He explained their method and said they 
were booked for the rest of the year. 

Mr. Milligan, a past-president of the 
Jersey association and of the Newark 
Rotary Club, said that fellowship, put to 
the proper test, would eliminate the evils 
of community, State, country and even the 
entire world; would do away with wars. 
The backbone of any organization is fel- 
lowship, he said; it is the keystone which 
supports organizations. There should be 
more fellowship in the home as well as 
in trade groups, churches, lodges and clubs. 
In closing he urged those present to live 
up to their full obligations as dads as 


| well as successful business men. 
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R. J. Atkinson Addresses Pittsburgh Ass’n on 
Changing Competition—New Officers 


The Pittsburgh Retail Hardware Deal- 
ers Association is going to have a new 
president, as Frank Hegner, Hegner Hard- 
ware Co., Sewickley, Pa., who has held the 
office for three terms, declined to permit 
his nomination for another term at the 
meeting of the association held at the 
Roosevelt Hotel, Pittsburgh, Friday eve- 
ning, May 25. J. E. McCullough, McCul- 
lough-Whitfield Hardware Co., Wilkins- 
burg, Pa., was nominated for the office. 
Lee Kelso, Hazelwood Hardware Co., 
Pittsburgh; W. M. Scott, W. M. Scott & 
Co., Carnegie, Pa.; Cecil Wilson, Strath- 
ern, Whitehead & Wilson, Braddock, Pa., 
and George H. Shepherd, Swissvale, Pa., 
were nominated as vice-presidents, while 
Theodore Backoefer, Oakland Hardware 
Co., Pittsburgh, and Charles W. Scarbor- 
ough, Scarborough & Klauss Co., Pitts- 
burgh, were renominated as treasurer and 
secretary, respectively. 

This gathering of the association was 
interesting in other ways besides the nom- 
ination of officers to be elected at the June 
meeting. One of the other ways was the 
presence of Russell J. Atkinson, Brooklyn, 
president National Retail Hardware Asso- 
ciation, who spent the day in Pittsburgh 
and not only had a chance to see the new 
electrically driven Carnegie beam mill at 
Homestead and otherwise get a glimpse of 
what there is in Pittsburgh, but also was 
the guest at a luncheon tendered by the 
leading hardware jobbers of the city. 
this luncheon, held at the William Penn 
Hotel, were present A. J. Bihler, J. C. 
Lindsay Hardware Co.; Otto Demmler, 
Demmler Brothers Co.; Robert Repp, 
Logan-Gregg Hardware Co.: Robert Hun- 
ter, Hukill-Hunter Co.; Frank Hegner, 
Charles W. Scarborough, Hugh McKnight, 
Samue! McKnight Hardware Co., Theo- 
dore Backoefer and J. E. McCullough. 

Mr. Atkinson was the principal speaker 


Kentucky Association Warns 
Dealers of Clever Trickster 


The following announcement has reached 
HarpwareE AGE from the Kentucky Hard- 
ware & Implement Association, signed by 
J. M. Stone, secretary-treasurer, whose 
office is at 200 Republic Building, Louis- 
ville, Ky.: 

“T have just been informed of a smooth 
trick being worked by a man in this city 
who comes into your store and buys a 
small article for 10 or 15 cents and gives 
you a $10 bill. 

“After you have given him the change 
he discovers he has the correct change in 
his pocket and asks that you give back the 
$10 bill, and he counts you out a $5 and 
five $1 bills, but in some way when you 
put the money back into your register you 
will be short the $5 bill, which is another 
demonstration of the hand being quicker 
than the eye. 

“T know of two merchants he has worked 


At. 








at the evening meeting of the retailers as- 
sociation, and gave an interesting talk on 
“The Changing Competition,” in which he 
stressed the growing tendency of group 
action and thought in various industries 
and the elimination of the individual in 
favor of the industry as a whole. He 
thought that retailers could learn some- 
thing from the chain stores, in the way 
of developing customer appeal through 
proper displays both in the stores and in 
the windows. Goods sell themselves when 
the customer sees something that he may 
decide he needs. He urged more attention 
on the part of business men in what their 
representatives in legislatures were doing. 
The average retailer gave too much time 
and attention to store details and not 
enough ,to visiting chain stores and depart- 
ment stores to get new ideas on the oppor- 
tunities of the hardware trade. Mr. At- 
kinson said the extending of credit was 
too heavily predicated upon personal con- 
sideration and that the retailers might take 
a leaf from the books of wholesalers and 
manufacturers in not only first looking up 
the standing of those to whom credit was 
to be given and then presenting the bill 
when it was due. 

Asked whether he thought competition 
was sharper, the rural or urban centers, 
Mr. Atkinson said there was not much 
variation considering that the business of 
the rural sections was smaller than that 
of the city stores. In response to a ques- 
tion as to how to meet chain store competi- 
tion, Mr. Atkinson said the average hard- 
ware retailer was doing business at less 
cost than the chain stores, with high rents 
and while the chain stores had an advan- 
tage over the individual store in buying 
the latter might minimize that advantage 
by buying in larger lots, since asking the 
wholesaler to pack in small packages was 
costly and the cost of such service had to 
be borne by the retailer demanding it. 


this trick on and they are wiser but sad- 
der. 

“Watch for this fellow as he is very 
clever with his job.” 


Federal Radio Corp. Jobbers 
to Meet in Buffalo, N. Y. 


Wholesale dealers who handle the prod- 
ucts of the Federal Radio Corp., Buffalo, 
N. Y., are to have a pre-season round 
table discussion in the Hotel Statler, Buf- 
falo, N. Y., on June 6 and 7. This meet- 
ing inaugurates a series of business meet- 
ings in which the Federal company and 
its wholesale distributors will discuss im 
portant marketing plans. 

K. E. Reed, sales manager, and S. M. 


Doak, advertising manager of the Fed- | 


eral company, are scheduled to speak, as 
well as others representing the jobbers 
and the company. 











Mrs. Le Roy Smith Passes On 


Mrs. Le Roy Smith, wife of the popu- 
lar secretary-treasurer of the California 
Retail Hardware Association, passed away 
recently at her home in Oakland, Cal. Mrs. 
Smith had not been in the best of health | 
during the past few months. Her illness 
was at one time quite serious, but she was 
apparently improving and considered out 
of danger, when a change for the worse 
became apparent. 


N. H. A. Executive Committee 
Indorses N. R. H. A. Efforts 


At the mid-year meeting of the execu- 
tive committee and the advisory bcard 
of the National Hardware Association of 
the United States, held in the Drake 
Hotel, Chicago, Ill, the following reso- 
lution regarding the National Retail Hard- 
ware Association was adopted: 

“On the eve of your 29th Annual Con- 
gress to be held in Boston, June 25-29, 
it was felt fitting by the members of the 
executive committee and advisory board 
of the National Hardware Association of 
the United States holding its mid-year 
meeting in Chicago at Hotel Drake on 
Tuesday and Wednesday, May 8 and 9, 
to formally send you the following reso- 
lution of greeting, which was unanimously 
adopted : 

“RESOLVED, That the members of 
the National Hardware Association of 
the United States have observed the great 
construction work your organization has 
been doing for years past for the bene- 
fit of retail hardware merchants through- 
out the United States, and its wonderfully 
helpful effect. We applaud your efforts 
and admire the splendid results attained. 
The efforts of your own and your af- 
filiated associations have placed the in- 
dependent hardware dealer in a stronger 
position than those of almost any other 
line, and we take pleasure in testifying 
in this way our appreciation of your work 
in which the members of the National 
Hardware Association of the United 
States are in most hearty and cordial 
accord. 

“We wish you God speed in this splen- 
did work and a most pleasant and profit- 
able congress in Boston.” 

Among the members of the executive 
committee and the advisory board pres- 
ent at the meeting were W. H. Donlevy, 
Carter, Donlevy & Co., Philadelphia, Pa., 
president, N. H. A.; A. H. Nichols, Buhl 
Sons Co., Detroit, Mich.; A. J. Bihler, 
J. C. Lindsay Hardware Co., Pittsburgh, 
Pa.; R. W. Shapleigh, Shapleigh Hard- 
ware Co., St. Louis, Mo.; Charles H. 
Ireland, Odell Hardware Co., Greensboro, 
N. C.; D. M. Fulton, The Carlin & Ful- 
ton Co., Baltimore, Md.; Frank A. Bare, 





The Tritch Hardware Co., Denver, Colo.; 
Paul A. Griffith, Shields & Brother, Phila- 
| delphia, Pa.; J. T. Martindale, Van Camp 
| Hardware & Iron Co., Indianapolis, Ind. ; 
| G. Sumner Wilson, Decatur & Hopkins 
Co., Boston, Mass.; W. D. Stuart, Rich- 
| mond Hardware Co., Richmond, Va., and 
| George A. Fernley, secretary-treasurer of 
| the N. H. A. 
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Window Ventilator and Screen 


Reading Sheet Metal Products Co., Inc., 
Reading, Pa., is manufacturing and offer- 
ing to the trade the R-S-M Ventilator, 
combining a window ventilator and screen. 
It is made of sheet metal with a green 









/ 


























s 


baked enamel finish and a fine, 18 mesh 
copper screen. The front panel of the 
R-S-M is removable, and when it is taken 
out a screen is in place to protect against 
insects, bugs, etc. This ventilator is adap- 
table to all windows from 15 to to 54 in. 
in width. It is light in weight and ad- 
mits fresh air without a draft. Height. 
91% in. 





Early American Lamp Designs 


Two of the new designs in The Jeffer- 
son Glass Co., Follansbee, W. Va., series 
of Eary American lamp reproductions are 
illustrated. Both of these new electric 
lamps, patterned after old oil lamps, are 








15 in. in height and are in rose and amber, 
but can be purchased in many attractive 
colors. 

The No. 405/418% is cut with a rose 
design and the No. 401/540 has a Vene- 
tian optic base with a pleated chintz shade. 


Schlangen Bros. Catalog No. 10 


10 has been published by | 
Co., 2435 Irving Park 


Catalog No. | 
~s | 
Ill., covering its com- | 


Schlangen Bros. 
Boulevard, Chicago, 


| the 


plete line of artistic builders’ hardware, 
hose fitting and special goods made from 
brass, bronze, aluminum and nickel silver. 
In this catalog, which is profusely illus- 
trated in color, are illustrated descriptions 
of many products, including brass or 
bronze pull or push bars, cast brass or 
bronze entrance door handles, door pulls, 
push plates, door knobs and knockers, win- 
dow fasteners, etc. A special section is 
devoted to the nickel silver antique hard- 
ware which the company manufactures. 


New Millers Falls Drill 


Millers Falls Co., Millers Falls, Mass., 
is offering to the retail trade a portable 
electric drill known as No. 634. This drill 
operates on either A.C. or D.C. up to 60 
cycles, and without a load has a speed of 
500 r.p.m. With a full load its speed is 
about 300 r.p.m. 


steel and 1% in. in hard wood. 





The No. 634 has a 34 in. Jacobs Chuck 
and heat treated alloy steel gears. There 
is a ball thrust bearing on the spindle and 
a ball bearing motor shaft. An armored 
attachment plug and a detachable auxiliary 
side handle are provided. 

This drill weighs 20% lb. net, and over- 
all length is 1934 in. Furnished in 110 and 
higher voltages. Packed one in a wooden 
box. 


The E-Z Rake Cleaner 


The E-Z Rake Cleaner has been placed 
on the market by the O. S. Keene Machine 
Co., Box 91, Anderson, Ind. With this 


REEL - 
NS Oe fm weeds: a4 





cleaner on any standard rake, hands need 


| not touch the leaves, sticks or dirt when 


rake becomes clogged. All that is 
necessary is to turn the rake over, press it 
on the ground and the rake is clean. The 
device is easily attached and will fit any 


rake. Packed % gross to a carton. 


Its capacity is 34 in. in 
J Y 


A Handy Fruit Jar Wrench 


The Fit-All Combination Fruit Jar 
Wrench, manufactured by J. L. Sommer 
Mfg. Co., 251 New Jersey Railroad Ave., 








forEVERY - 
KITCHEN NEED 


Each Wrench Packed 
in Mlustrated Box 


Be] 


in Four Colors 
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Newark, N. J., has many advantageous 
features. Without any adjustment it can 
open or tighten fruit jars and practically 
all sizes of screw top containers. A bottle 
opener is an added utility. 

This wrench was placed on the market 
under the name of “Universal” and sup- 
plied to the trade in illustrated envelopes. 
Now each Fit-All is packed in an illus- 
trated box, printed in four colors. 


Copper Steel Basement Windows 


The Youngstown Pressed Steel Co., 
Warren, Ohio, is manufacturing five sizes 
of copper steel basement windows. There 
are many advantages to these windows, 
including an increased lighting area. 

The YPS window is made in one piece 
withta heavy copper steel frame. Special 








or 


removal 


| hanger hinges permit ready 
replacing of ventilators. The ventilators 
and frames are interchangeable. Holes are 
provided in frame through which screens 
can be fastened by means of bolts. A 
positive lock is supplied which is a guard 
against rattling as well as burglary. There 
are two sets of holes for glazing, one for 
wire glass and the other for ordi- 
window glass. 


heavy 
nary 
The YPS copper steel basement window 
is well constructed, and when closed pro 
more daylight and increased pro- 
when open, more ventilation. 


vides 
tection; 
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Thompson Anti-Bandit Gun 


Auto-Ordnance Corp., 302 Broadway, 
New York City, is manufacturing 
Thompson Anti-Bandit Gun. Believing 
that in many cases ordinary firearms are 
not effective against the modern criminal, 
the company produced a gun to be sold 
to banks, sheriffs, industrial plants, or, 
in fact, any person who desires modern 
protection against the present-day law- 
breaker. 

The gun is of .45 and 
accurately even up to 300 feet. The rate 
of fire is very fast, for in semi-automatic 


caliber 


the | 


shoots | 


action, a single shot for each pull of the | 


trigger, up to 100 single aimed shots a 
minute can be maintained. On full auto- 
matic fire, 500 shots per minute are fired. 


Either ball or shot cartridges can be used. | 


A Cutts Compensator tends to reduce the 





recoil to practically nothing. Bullets from 
this gun do not fly wild, as all shots are 
controlled. Weight, 10 Ib.; length, 33 in. ; 
with both 20 and 50 cartridge capacity 
magazines. 

The company states that these guns are 


| often 


used by many police departments, State | 


police and armored car services. Their 
experiences have shown that the impact 
of the .45 caliber bullet is sufficient to put 
a bandit out of combat. 


Vapo-Seal Aluminum Utensils 


A new line of aluminum ware, known 
as the Vapo-Seal type, for cooking with 
little or no water, has been announced by 
the Aluminum Goods Mfg. Co., Manito- 
woc, Wis. The name is derived from the 
fact that the condensed vapors in the 
groove, into which the cover fits, seal the 
utensil tight without the use of clamps. 

The special Mirro cooker is furnished 
with a removable steel case, while the cov- 
ered pans, skillet and Dutch oven 


| 
' 


are | 


stamped from extra heavy gage aluminum | 


so that cooking can be done over a low 
flame without danger of burning. 


There are many advantages to this type 





information about which 
from the manufacturer. 


of utensil, full 
can be secured 


Greenlee Tool Catalog No. 29 
Greenlee Tool Co., Rockford, [IL., 
issued Catalog No. 29, containing illus- 
trated descriptions of tools for 
workers. It is a well-prepared book and 
covers the Greenlee line. 
Among shown are bits, wood 


has 


completely 
the tools 


drills, ship augers, socket and tang chisels, | 


draw knives and 


machines or by 


turning tools, 


tools Tt r 


gouges, 


various use in 


“ 
hand. 


The Hi-Reach Nail Clamp 


Advance Tool & Mig. Co., 1656 Holton 
Street, Milwaukee, Wis., is manufacturing 
the new Hi-Reach Nail Clamp. With this 
clamp on a hammer to hold the nail, it is 
unnecessary to use a ladder or a 
scaffold to reach a distant point. It can 
be placed on any standard make of ham- 
mer, and enables the user to reach from 


20 to 24 inches further in either direction. 





As the clamp holds the nail, the user is 
also safeguarding himself when reaching 
to the side, as only one hand is needed 
to hold both the nail and the hammer. 


| higher speeds. 


Senior “AA” Flexishaft 


Those who use flexible transmission will 
be interested in the new Senior “AA” 
llexishaft, manufactured by the Coates 
Clipper & Mfg. Co., Worcester, Mass. 
The uses of this device are varied 
and speed changes are desirable, so screw 
driving can be done at lower speeds while 
grinding and buffing can be done in the 
There is a 4% Hp. 110 


| volt, 60 cycle motor, capable of 3450 r.p.m. 


wood- | 


} and ball bearing spindle. 


| 


The manufacturer is seeking representa- | 


tives to handle this product. 


The shaft is made from 4 ft. of high 





carbon steel wire cable and the hand plate 
has been nickel plated with a knurled grip 
Weight 62 Ibs. 





Ornamental Lawn Sprinkler 


A combination bird bath and lawn 
sprinkler has been added to its line by 
the W. D. Allen Mfg. Co., 566 West Lake 
Street, Chicago, Ill. The new item is 
equipped with a revolving sprinkler head, 
which will throw a fine spray over a circle 
of 30 ft. or more. Directly beneath the 
sprinkler head is a heavy gage steel bowl, 
white enameled, 17 in. in diameter, which 









a 
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fills with water and forms the bird bath 
when the sprinkler is not in use. 

The entire sprinkler stands 32 in. high 
and is supported by a wide heavy cast base 
to prevent easy tipping. 
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Washington News Letter 


Seventieth Congress Adjourns Until December After Enacting 923 
Laws. Senate Committee Recommends Repeal of Flexible Provisions 


(Washington Bureau of HARDWARE AGE) 


WASHINGTON, June 5.—Leaving a 
record of 923 laws enacted, the first 
session of the Seventieth Congress ad- 
journed on Tuesday of last week. The 
new statutes run from little measures 
to extremely important ones, and on 
the whole the performance of the ses- 
sion has been accepted as being alto- 
gether creditable. Conflicts there were 
on several measures when the President 
used his veto power to an unusual ex- 
tent—and was overridden on several 
measures by a determined Congress. 
But his outstanding veto, that against 

‘the Haugen-McNary farm bill, could not 
be broken down, due largely to the fact 
that a number of members of Congress 
who first voted for it apparently did so 
with their political tongues in their 
cheeks voted to uphold the Presidential 
veto. Congress now has migrated to 
the ends of the country and the Presi- 
dential campaign, together with cam- 
paigns for reelection by members of 
Congress, has started well’ under way. 
There will continue under way the Sen- 
ate inquiry into campaign expenditures. 
Among the principal measures passed 
were the Mississippi flood control, tax 
reduction, Jones-White merchant ma- 
rine and reduced postal laws. 

The tax cut amounts to an annual re- 
duction of $222,495.000, representing a 
compromise with the House bill and 
the administration program. The slash 
for the next fiscal year, however, is es- 
timated at $155,000,000 because the full 
force of the act will not be felt until 
the fiscal year beginning July 1, 1929. 
The leading feature of the measure is 
the reduction in the corporation tax 
from 13% to 12 per cent, involving an 
estimated revenue loss of $123,450,000. 
Exemptions allowed corporations are in- 
creased from $2,000 to $3,000. The 
elimination of the 3 per cent automobile 
tax also is an important part of the 
measure, and it is estimated it will 
mean a revenue loss of $66,000,000. 
Automobile manufacturers predict it 
will mean a stimulus of motor sales and 
that likewise makers and dealers in ac- 
cessories will profit from the legisla- 
tion. The repeal of this tax became ef- 
fective with enactment of the law. The 
merchant marine law, held to be the 
most constructive act of the kind since 
the Civil War, is expected to upbuild a 
privately owned merchant fleet for the 
United States and to restore the Ameri- 
can flag to the oceans more nearly on a 


in Fordney-McCumber Tariff Act. 


By L. W. Moffett 


| par with requirements of the vast com- 





merce of the country. Not alone ship- 
builders, but industries of all kinds 
down through to merchants of the land 
are expected to derive benefits from this 
act. The law sets up a revolving con- 
struction fund of $250,000,000 and au- 
thorizes loans from this fund up to 
three-fourths of the cost of a vessel at 
government rates of interest where the 
ships are to engage in foreign com- 
merce, while on loans for ships in the 
coastwise trade a rate of 5% per cent 
will apply. Already loans, to be made 
through the Shipping Board, have been 
sought. The law also liberalizes the 
postal subvention policy and it is esti- 
mated that $7,500,000 will be paid to 
American shipping companies under 
contract to carry mail. The new postal 
law restores rates substantially to the 
1920 level and becomes effective July 1. 
On second class matter rates on the ad- 
vertising portion of publications are re- 
duced to 1%4c. per pound in the first and 
second zone; 2c. in the third zone; 3c. 
in the fourth zone; 4c. in the fifth zone; 
5e. in the sixth zone; 6c. in the seventh 
zone, and 7c. in the eighth zone. The 
rate on second class matter when mailed 
by others than the publishers is reduced 
le. for each 2 ounces regardless of 
weight or distance. Higher rates are 
provided for rates on third class mat- 
ter with 32 or more pieces to the pound, 
and special bulk rates for third class 
matter, such as catalogs, books, etc. 
The 1c. rate on private mailing cards 
is restored, while on business reply 
cards and envelopes provision is made 
for mailing them unstamped, postage 
to be collected on delivery, at not more 
than the regular rate plus 2c. for each 
card or letter. 

The Brookheart Senate resolution to 
make an inquiry into chain store meth- 
ods of distribution, etc., already has 
been acted on by the Federal Trade 
Commission, which is organizing a staff 
to conduct the _ investigation. The 
Kelly-Capper price standardization bill 
did not get out of the hands of the 
House Committee on Interstate and 
Foreign Commerce. Inasmuch as the 
subcommittee had reported the bill fa- 
vorably to the full committee, authors 
of the measure propose to press for 
action as soon as Congress convenes in 
December and hope to have it reported 
favorably to the House by the full com- 
mittee and given a place on the cal- 
endar so that it can be taken up on the 





floor soon after the session gets under 
way. 
* * * 

Repeal of the flexible provisions of 
the Fordney-McCumber tariff act is 
recommended by a majority of the spe- 
cial Senate committee which investi- 
gated the Tariff Commission. Under 
these provisions the President is em- 
powered to reduce or increase duties by 
not more than 50 per cent. The ma- 
jority of the committee, headed by Sen- 
ator Robinson, Democratic leader, con- 
tended that the Chief Executive is al- 
ready overburdened with executive 
duties and that tariff making and re- 
vision are legislative duties. To im- 
pose such responsibilities on the Presi- 
dent as are carried in the flexible provi- 
sions, it was pointed out, confuse 
legislative and executive responsibility. 
The minority, led by Senator Reed, Re- 
publican, said that the record of the 
commisson had been disappointing and 
its action slow, but this situation was 
attributed to continued wrangling 
among the members; disagreement as 
to the necessity of seeking costs from 
the books of foreign manufacturers and 
fear of criticism. The minority report 
declared that most of these difficulties 
had disappeared and that bickering had 
ended because of changes made in the 
personnel since the conflicts within the 
Commission had become apparent. The 
majerity report recommended that the 
Tariff Commission be made a Congres- 
sional agency and should recommend 
duties and report on them directly to 
Congress. The Chief Executive, it was 
urged, should be careful not to appoint 
members of the Commission who were 
former representatives of special inter- 
ests or of organizations directly con- 
cerned with the work of the Commis- 
sion. 

* a” 

Employment in 71 reporting hard- 
ware establishments decreased to 31,- 
206 in April, 1928, from 31,786 in 
March, a decline of 1.8 per cent, ac- 
cording to the Bureau of Labor Statis- 
tics, Department of Labor. The weekly 
payroll decreased to $778,975 in April 
as against $807,642 in March, a drop 
of 3.5 per cent. As compared with 
April of last year the decrease in April 
of this year in the number on the pay- 
roll was 8.2 per cent while the decline 
in the amount of the payroll was 10.3 
per cent. Unofficial reports subsequent 
to April, however, show conditions to 
be improving in employment. 
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General Market News 











Seasonal Hardware Activity 
Shows Improvement—Prices 
Firm—Collections Are Better 


NEw YorRK, June 6.—Practically all hardware market centers re- 
port sharp improvement in activity of seasonal lines. This has been 
due largely to the more seasonal weather conditions of the past 
week. Building activities average well at this time and jobbers and 
retailers are feeling the benefit of the demand for builders’ 


hardware. 


Employment, particularly in the automotive industry, is increas- 


ingly satisfactory, and the rural 


districts are optimistic as to the 


crop outlook. Both factors are having a somewhat stimulating ef- 


fect upon the hardware trade. 
Prices continue firm and few 


changes are reported this week. 


Collections show some improvement as general business becomes 


more active. 


Week’s Bank Clearings Show 7.2 
P. C. Decrease, Says Bradstreets 


Bank clearings in the United States 
for the week ended May 24, as re- 
ported to Bradstreet’s Journal, aggre- 
gated $12,269,457,000, as against $13,- 
222,829,000 last week and $9,758,673,000 
in this week last year. There is here 
shown a decrease of 7.2 per cent from 
the previous week, but a gain of 25.7 
per cent over the like week a year ago. 
Canadian clearings aggregated $358,- 
342,000, against $441,303,000 last week, 
and $227,580,000 in this week last year. 


Commercial Failures Show Small 
Decline Last Week 


Further improvement appears in the 
insolvency record last week, failures in 
the United States numbering 426. This 
is 16 less than the previous week’s total 
reported to R. G. Dun & Co. and is 91 
below the number two weeks ago. Com- 
paring with the 449 defaults a year ago, 
there is a decrease of 23. The reduction 
this week from last week’s figures is 
mainly in the East, while all sections 
except the Pacific Coast show lower 
insolvencies than a year ago. 

Bradstreets reports 387 failures for 
the week in the United States, as com- 
pared with 373 for the previous week 
and 383, 447, 396, 410 for the corre- 
sponding weeks 1927 to 1924. The New 
England States had 49, Middle, 93; 
western, 92; northwestern, 23; south- 
ern, 84; far western, 46. Canada had 
twenty-one defaults 





for the week, | 


against 33 for the preceding week. In 
the United States about 72 per cent 
of the concerns failing had $5,000 capi- 
tal or less and 17.3 per cent had from 
$5,000 to $20,000 capital. 


Wholesale Trade Shows Drop 
During Month of April 


Trade of wholesale firms declined in 
April by more than the usual seasonal 
amount and was smaller than in April 
of last year, the Federal Reserve Board 
announced May 27. 

“Sales of firms in the nine lines of 
trade included in the boards index of 
wholesale distribution averaged nearly 
5 per cent smaller than in April a year 
ago and reflected declines in all lines 
except meats and drugs,” the board 
said. 

“A part of the decline from April 
of last year was due to the fact that 
five Sundays in April of this year, as 
compared to four in 1927, resulted in 
one less business day. Smaller sales 
than a year ago were reported by firms 
in practically all sections of the coun- 
try.” 


Dollar’s Buying Power 101.2c, 
Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced May 27 that the pre- 
vious week’s wholesale commodity 
prices, based on Dun’s quotations, aver- 
aged 98.8 per cent of the 1926 level. 








The purchasing power of the dollar was 
101.2c. on a 1926 basis of 100c. 
Crump’s index for the week on the 
revised 1926 level was 95.5. 
The Italian index on the revised 1926 
level for the week ended May 19 was 
75.8. 


Freight Loadings Pass Million 
Mark Week Ended May 19 


A total of 1,003,497 cars loaded with 
revenue freight during the week ended 
May 19 marked the second consecutive 
week in which holdings have exceeded a 
million cars so far this year, the car 
service division of the American Rail- 
way Association announced yesterday. 

Compared with the preceding week 
this was an increase of 1514 cars, due 
principally to the heavier movement of 
ore, although there was also an in- 
crease in the number of cars loaded 
with forest products and merchandise 
less than carload lot freight. Decreases 
compared with the week before were 
reported in the total loading of all 
other commodities. 

The total for the week of May 19 
was a decrease, however, of 24,001 cars 
below the same week in 1927. 

Loadings for the week compared with 
the corresponding week last year were 
as follows: 

Miscellaneous freight, 394,656 cars, 
an increase of 1759 cars. Coal, 153,300 
cars, a decrease of 8009 cars. Grain 
and grain products, 38,357 cars, a de- 
crease of fifty-one cars. In the west- 
ern districts alone, grain and grain 
products loading totaled 24,572 cars, an 
increase of 1225 cars above the same 
week in 1927. 

Live stock loading amounted to 25,246 
cars, a decrease of 3129 cars. In the 
western districts alone live stock load- 
ing totaled 19,548 cars, a decrease of 
1891 cars compared with the same week 
in 1927. 

Merchandise less than carload lot 
freight, 261,446 cars, a decrease of 240 
cars; forest products, 68,349 cars, a de- 
crease of 4010 cars; ore, 52,003 cars, a 
decrease of 9907 cars; coke, 10,140 cars, 
a decrease of 404 cars. 

The central western and southwest- 
ern were the only districts to report 
increases in the total loading of all 
commodities compared with the same 
week last year, while all districts re- 
ported decreases compared with the 
same period two years ago. 
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Agricultural Conditions Improving— 


(Chicago office of HARDWARE AGE) 


CHICAGO, June 5.—While general conditions are still somewhat 
spotty due to the unfavorable weather conditions which prevailed 
up until a short time ago throughout most of the agricultural sec- 
tions, there has been a very marked improvement during the past 
week. Widespread rains have relieved the drought, although crops 
and farm activities are backward. Hardware dealers in the farm- 
ing sections are feeling the effect of this improvement and a good 
volume of replacement orders for spring and summer merchandise 


is beginning to develop. 


Prices are showing a stronger tone, and while there is an absence 
of actual changes this week, several slight advances on staple items 


are in prospect. 


The steel industry in the Chicago area, while experiencing a slight 
recession, is still having a heavy tonnage with new business holding 
up well. Operations are somewhat lower than recently, but are 
still up around 92 per cent of capacity. 

Building operations in the larger centers are high and there is con- 
sequently a heavy demand for materials of all kinds. 

Collections are showing a slight but steady improvement. 


AUTOMOBILE ACCESSORIES.—Ac- 
cessory sales are running about nor- 
mal for this season of the year. Tires 


and tubes are moving very well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, “45c. each; Champion Blue 
Box Line, 53c. each; A. C., 58c. each; 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. 

Spot Light.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each 

Pumps.—Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 32 x 4 Liberty, 
$11.15; heavy duty, $13.80; balloon 
tires, 27 x 4.40, $8.70; 29 x 4.40, $9.15; 
30 x ae $13; 32 x 6, heavy duty, $21.10; 
32 6.20, heavy duty, $24.85; tan 
tubes, 30 x 31, $1.60; 32 x 4, ‘$2. 50; 
34 x 4%, $3.10; balloon tire tubes, 
gray, 27 x 4.40, $1.80; 29 x 4.40, $1.85; 
33 F4 5, $2.25; 32 x 6, $3.10; 32 x 6.20, 


BASEBALL GOODS.—Baseball goods 
of all kinds are very active, with play- 
ground balls and bats in big demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Goldsmith Official League ball, 
$15.00 doz.; Louisville Slugger bat, 
$16.90 doz. 


BOLTS AND NUTS.—The demand is 
increasingly good and the prices are 


firm. 


JOBBERS’ QUOTATIONS RE- 
TAILERS, F.0.B. CHICAGO 

Carriage bolts, cut thread, 60 per 
cent discount, small bol 
rolled thread, 60- 10 per Peau discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine ‘polts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 





BUILDERS’ HARDWARE.—Sales are 
seasonably good. Prices remain un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
—. F.0.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.07 per doz. 
pair, case lots; less quantities, 9c. 
per doz. pair higher; 4 x 4 steel butts, 
old copper and dull brass finish, $2.90 
per doz. pair, case lots; less quanti- 
ties, 10c, per doz. pair higher; heavy 
steel bevel inside sets, $5.50 per doz. 
sets, case lots; steel bit-keyed front 
door sets, $1.45 per set; wrought 
brass, bit-keyed front door sets, 
$2.60 per set; cylinder front door sets, 
$6 per set. 

CHAINS.—The demand is very good 
and prices are firmer. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
%-in. proof cow chains, $8.50 per 
100 Ib. Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
$2.75 per doz. 


COPPER RIVETS AND BURRS.—One 
of the largest manufacturers of copper 
rivets advanced his prices last week for 
the second time this year. Other man- 
ufacturers have made advances, but 
have not so far followed this last ad- 
vance, though they are expected to do 
so, as copper is high. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and burrs, 40-2014 per 
cent discount. 


EAVES TROUGH, PIPE, ETC.—Sales 
are quite good; no recent market 
change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

28 gage single head lap joint gut- 
ter, 5 in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3-in., $4.80 per 100 
ft.; plain ridge roll, 14%4-in., $3.65 per 
100 ft.: corrugated conductor elbows, 

3 in., $1.51 doz 
ELECTRICAL MERCHANDISE.—An 


advance in prices of cords and BX cable 





Chicago Hardware Prices Firm 


rumored. Price of BX is very strong. 


Business is improving. 


JOBBERS'’ bp ea hd cag A TO RE.- 
TAILERS, F.O.B. 

Electrical aiienaadien: ONO 14 
rubber covered wire, $6.00 per. 1000 
ft.; in less than 1000 ft. lots, $6.50; 
No. 18 lamp cords, $10.25 per 1000 ft.; 
in 1000 ft. lots, $12; %-in. brush brass 
key sockets, 154%4c. each; two-way 
plugs, 45c. each: in lots of 10, 40ce. 
each; two-piece attachment plugs, 
7c. each; dry cells, boxes of 50, 
3244c. each; less than case lots, 36c. 
each. 

Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75; Per- 
colator, Universal 9169, $16.65. 

Radio Supplies. —Radio B batteries 
D 779 E, $1.40 each; base lots of 5. 
$1.30; No. 770, $3 each: packages of 


5, $2.80; No. 772, $2.06 each; pack- 
ages of 5, $1.92; No. 486, $3. 58 each; 
packages of 5, $3.33; new No. 485 
Layerbilt battery, less than standard 
package, $2.53 each; standard pack- 
age lots, $2.33 each. 

Battery Chargers.—Apco line, lots 


of less than 10, $9.90 each. 


FILES.—There is no change in prices 


and sales are about normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO 

American files, 60-10 per cent off 
list; Nicholson files, 50 per cent off 
list; Black Diamond files, 50 per cent 
off list. 


FISHING TACKLE.—The approach of 
the game fishing season is stimulating a 


heavy demand. 


JOBBERS’ a TO RE- 
TAILERS, F.O.B. CHICA 

Bronson No. 1800, $1.60 yo Chi- 
cago level winding’ reel, $2.00 each; 


762, 


Symploreel No. 752, $4.90 each. 


GALVANIZED W ARE. — The May 
price cutting on tubs and pails seems to 
be over. A good demand for dairy sup- 


plies is expected during June. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 
Standard galvanized after made 
tubs, No. 1, $5.75; No. 2, $6.50; No. 3, 
$7. 65; 10 at. galvanized wae made 
pails, $2.00; 12 qt., $2.25; 1 $2.50; 
if gal. all galvanized oil pk, "Sccue 
2.35 doz.; 2 gal., $4.00 doz.; No. 3, 
3 gal., $5.75 ‘doz.: 5 gal., $7 doz.: 1 bu 
galvanized baskets, $6.25 doz.; No. 26 
baled % bu., galvanized measure, 


$4.50 


GARDEN HOSE.—Sales are exception- 
ally good this season due to the general 


lack of rain. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Garden hose, good quality, molded 
hose, %-in., 1lc. per ft.; 12%c. per 
ft.; 5 ply, good quality, wrapped, % 
in., 8c. per ft.; % in., 9%c. per ft. 
Lawn sprinklers, Rain King, $28 a 
doz.; original fountain sprinklers, $6 
doz.; Rainbow, 38-in. high, $24 a doz. 


GLASS AND PUTTY. 





livery. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 
89-5 per cent discount; single strength 
B, all brackets, 90-74% per cent dis- 
count; double strength A, all brack- 
ets, 8 per cent discount; double 
strength B, all brackets, 10-5 per 
cent discount; putty, pure grade, 
$4.25 per 100 Ib.; commercial, $3.50 
per 100 1 


A good volume 
of orders is being received, with a fair 
sprinkling of future orders for fall de- 


Se 
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HAMMERS AND HATCHETS.—Or- | 


ders are in about normal volume—hbet- 
ter on hammers than on cutting tools. 


No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Hammers.—First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—There 
is an active seasonal demand and prices 


are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hay fork oa. straight, chuc nee 


and bored, X 4 ft., $2.40 per doz.; 4% 
ft., $2.70 per p dae ; XX 4 ft., $3.90 ad 


doz.; ; 4% ft., $4.20 per doz.; ash fork 
handles, bent, chucked and _ bored, 
X 4 ft., $2.90 per doz.; 4% ft., $3.20 


per doz.; ash hay fork handles, bent 
with strap, ferrule and cap, X 4 ft., 
$4.90 per doz.; 4% ft., $5.25 per doz.; 

XX 4 ft., = 15 per doz.; 4% ft., $7. 10 
per doz.; bent manure ‘fork handles, 
plain, X 4 ft., $3.05 per doz.; 4% ft., 

$3.40 per doz.; XX 4 ft., $4.65 per doz.; 

4% ft., $5 per doz.; bent manure fork 
handles, with strap, ferrule and cap, 
X 4% ft., $5.25 per doz.; XX 4 ft., 

$6.45 per doz. : - 04 St; O.. 10 per doz.: 

garden hoe handle, x 4% ft., $2.60 
per doz.; XX 4% ft., $3.70 per doz.; 
rake handles, X 5% ft., $3.50 per doz.; 
XX 5% ft., $5.65 per doz.; shovel 
handles, regular pattern, X 4% ft., 
$4.25 per doz.; XX 4% ft., $5. 95 per 
doz.; D shovel handles, —? $5.25 per 
doz.; XXX, per doz.; wood D 
spade handles, X, $4.90 per doz.; D 
shovel handles, X, I. D. L. top, $4.45 
per doz.; Sturd- EB top, $4.50. 


LAWN 





$8. Prices are each and subject to a 
dealer’s discount of 30 per cent off. 
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MOWERS. — More favorable | 


| weather has greatly stimulated the de- | 
|mand. Prices are unchanged. 


| 


| 
| 








HANDLES, HICKORY.— Prices are 
strong except on occasional low grade | 


leaders. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 1 (new B. W.) hickory, $4 doz.; 
No, 2 (new B. R.), $8 doz.; second 
growth hickory (new A. W.), $5 doz.; 
finest select second growth hickory 
(new A. A.), $6.50 doz. 

Hatchet and Hammer Handles.- 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 


HINGES.—Sales are seasonally good 


and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Heavy strap hinges in bundles, 4 
in., 92c.; 5 in., $1.22; 6 in., $1.54; 8 in., 
$2.47; 10 in., $4.00 per doz. pair: 
extra heavy T hinges in bundles, 4 
in., $1.26; 5 in., $1.56; 6 in., $1.87; 8 
in., $2.80; 10 in., $4.50 per doz. 


ICE CREAM FREEZERS.—There is a 
marked increase in sales as the season 


advances. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


White Mountain, 1 qt., $4.80 list; 
2 qt., $5.60 list; 3 qt., $6.75 list; 4 qt., 
$8.25 list: 6 qt., $10.45 list; 8 qt., $13.40 
list; 10 qt., $17.90 list; 12 qt., $21.50 
list; 15 qt., $25.60 list; 20 qt., $33.20 
list; 25 qt., $42.60 list. Arctic, 1 qt., 
$4 list; 2 qt., $4.60 list; 3 qt., $5.45 list; 
4 qt., $6.80 list; 6 qt., $8.60 list; 8 qt., 
$11.10 list. All the above less 50 per 
cent discount. Alaska, 1 qt., $2.95 
list; 2 qt., $3.45 list; 3 qt., $4.10 list; 
4 qt., $5 list; 6 qt., $6.30 list; 8 qt., 
$8.20 list; 10 qt., $10.75 list; 
$14 list; 15 qt., $17 list; 20 qt., 
list. A discount of 20 and 10 per cent 
on all above prices. Acme, 2 qt., 
galv., $8 doz.; 2 qt., enamel, $10 per 
doz.; 4 qt., enamel, $18 per doz. 
Above prices are net. 

Everybody’s Freezers, 
1 qt., $4.50; 2 qt., $6; 3 qt., 


1 pt., $3.50; 


$7; 4 qt., 


| 





JOBBERS'’ a ited TO RE- 
TAILERS, F.O.B. CHI bee 

16-in. ball bearing, cade 11-in. 
wheels, $12.35 each; 16-in. ball bear- 
ing, 4-knife, 10144-in. wheels, $10 each: 
16-in. plain bearing, 4-knife, 1044-in. 
wheels, $8.65 each; 16-in., ball bear- 
ing, 4-knife, 9-in. wheels, $7.85 each 
16-in. plain bearing, 4-knife, 9-in. 
wheels, $7.25 each. 


NAILS.—The manufacturers are hold- 
ing prices very steady and claiming im- 
proved selling volume. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, current, L.c.1. 
stock orders, $3.10 per keg base, Dec. 
1, 1927, extras. 


OIL AND GASOLINE STOVES.—Sales 
during the past three weeks are good. 
Warm weather is creating a better de- 
mand. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Perfection.— No. 72, 2 burners, 
$17.50; No. 73, 3 burners, $22.50; No. 
74, 4 burners, $28.50. 

Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

Puritan (Improved Model).—No. 42, 
2 burners, $17.50; No. 438, 3 burners, 
$22.50; No. 44, 4 burners, $28.50. 

Puritan discounts the same as Per- 
fection. 

Nesco.—No. 


212, 2 burners, $17.50; 


No. 213, 3 burners, $22; No. 214, 4 
burners, $28; No. 1103, high shelf 
only, $6.50; No. 1104, high shelf only, 
$8. 


With vitreous enameled stove stops 
and splash backs.—No, 233, 3 burn- 
ers, $36.50; No. 244, 4 burners, $44.50. 

Nesco dealer’s discount, 30 and 5 
per cent. 

Nesco Rolo, 5 burners and oven, 
$90; No. 400, built in oven model, 
Dealer’s discount, 30 and 5 per 
cent. 

Coleman.—No. 322, range, $114; No 
328, range, $72; No. 325, range, $45; 
No. 329, range, $52.50; No. 324, range, 
$39; No. 330, range, $34.50. 

Coleman dealers’ discount, 33% per 


cent. 
OVENS 


i burner, plain door, $2.50; 
1 burner, glass door, $2.70; 
2 burners, glass door, $6. 

discount on 10 or more, 30 
less than 10, 30 per 


No. 211, 
No. 211G, 
No. 112G, 

Dealers’ 
and 5 per cent; 
cent. 

Puritan.—No. 
door, $5.50. 

Dealers’ 
and 5 per cent; 
cent. 

Nesco.—No. 05, 1 burner, solid 
door, $2; No. 5, 1 burner, glass door, 
$2.15; No. 020, 2 burners, solid door, 
$4.25; No. 20, 2 burners, glass door, 
$4.50; No. 301, 2 burners, glass door, 
thermometer, $6.40. 


WICKS, ETC. 


Rockweave wick, 25c. each; 
fection and Puritan, $4 per doz. 
$48 per gross. 

Discounts same as on 
stoves, ovens and heaters. 


42G, 2 burners, glass 
discount, 10 or more, 30 
less than 10, 30 per 


Per- 
and 


oil cook 


JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, 86c. 

per gal.; 5 barrel lots, 83c. per gal. 


Linseed Oil, Boiled.—Barrel lots, 
89c. per gal.; 5 barrel lots, 86c. per 
gal. 

Denatured .Alicohol.—Barrel lots, 
58%c. per gal.; steel drums, extra, 
$6, returnable. 

Turpentine.—Drum lots, 67c. per 


gal., net. 
White Lead.—100 lb. lots, $13.25; 50 


| POULTRY AND FIELD FENCE.— 


| steady prices. 





| 


| quiet. 


| Values and sales are ahead of last year. 





| SASH PULLEYS.—A fair volume of 


} 


PAINTS AND OILS.—Linseed oil has | 
advanced one cent. 


continue unchanged. 


| without change. 





Ib. lots, $6.75; 25 Ib. 
Ib. lots, $1.75. 
Shellac.—(4% lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
Peis Paste.—Barrel lots, 7%c. 


lots, $3.40; 124% # 


per 


Sales are seasonally active at very 


JOBBERS’ pithy ys TO RE.- 
TAILERS, F.O.B. CHICAGO: 


726-6121%4, $28.68 per 100 rods; 
1948-6-1414' $43.62 per 100 rods; 2158- 
6-444, $48.98 per 100 rods. 


PREPARED ROOFING.—The demand 
is heavy at the present low prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Best grade slate surfaced prepared 
roofing, $1.75 per square; best grade 
tale surfaced, $2.15 per square; me- 
dium tale surfaced, $1.30 per square; 
light tale surfaced, 90c. per square; 
red rosin sheathing, $55 per ton. 


PYREX WARE.—Sales are very good 
for this season of the year. Prices re- 
main unchanged. 


JOBBERS’ ap tthe sd TO RE- 
TAILERS, F.O.B. CHICA 

Bread Pans.—No. 212, moa dozen; 
No. 214, $12 dozen. 


New Handled eo — Round, 


No. 622, $12 doz.; No 3, $14 doz.; 
Oval, No. 632, $12 doz.; -» 3 33, 4 
doz.; Shallow Oval, No. 642, $12 doz. ; ; 


No. 643, $14 doz. 
Pie Plates.—No. 208, $6 per dozen; 
No. 209, $7.20 per dozen. 


Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; 
232, $14 doz. 

Iced Tea Sets.—$4 per set. 


ROLLER SKATES.—Sales are rather 
Prices are without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


No. 


Union roller skates, boys’, $1.40; 
girls’, $1.50; Chicago roller skates, 
boys’, $1.30; girls’, $1.40. 


ROPE.—Rope prices are expected to 
continue steady until at least July 1. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 
Best Manila, standard brand, 21c. 


per lb.; No, 2 Manila, 19c. per Ib.; 
No. 1, Sisal, 14%c. per lb.; No. 2, 
Sisal, 13c. per Ib. 


SASH* CORD. — Manufacturers ad- 
vanced in April, but as every one was 
given an opportunity to get in the mar- 
ket cannot be considered strong. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

No. 7 standard brands, $7.90 per 
doz. hanks; No. 8, $8.90 per dozen 
hanks. 


business is being placed. Prices are 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Common sash pulleys, 55c. per doz.; 
barrels, 50c. per doz.; Common Sense, 





2 in., 55ce. doz.; barrels, 50c. doz.; No. 

110, 50c. doz.; barrels, 45c. doz. 
SCREEN DOORS AND WINDOW p 
SCREENS.—Orders are in heavy vol- 5 
ume this month. The season prices & 


JOBBERS’ me aye TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Sereen doors, No. 266, 2-8 x 6-8, 
$20.46 doz.; No. 296, 2-8 x 6-8, $24.66 
doz.; No. 311, 2-8 x 6-8, $20. 92 doz. 
Window screens, No. 1833, $4.56 doz.; 
No. 2433, $5.40 doz. 


| SCREWS.—No price changes since 





RT 
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Jan. 1. Orders are normally good and 
the market is very strongly held. 


JOBBERS’ a tgh hb ayy TO RE- 
TAILERS, F.O.B. CHICAGO: 

(New lists Jan. 3, 1928.) Flat bright 
screws, 50 per cent; round head, 
blued, 45 per cent; flat head brass, 45 
per cent; round head brass, 40 per 
cent. 


SOLDER AND BABBITT.—Prices are. 


not strong, but remain unchanged. De- 
mand is moderately good. 


JOBBERS’ pte TO RE- 
TAILERS, F.O.B. CHICA 

Warranted 50-50 solder, _ per 100 
Ib.; medium 45-55 solder, $33 per 100 
Ib.; tinners’ 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—Present prices are 





| 
| 


unchanged except for quantity mill , 


shipments. Demand is about normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

28 gage galvanized sheets, $5.30 per 
100 lb.; 28 gage black sheets, $4.20 
per 100 Ib. 


WIRE PRODUCTS.—Sales are season- 
ably normal. Prices steady and claimed 
very low by the factories. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 9 black annealed wire, $3.30 per 
100 lb.; No. 9 galvanized plain wire, 
$3.85 per 100 ib.; catch weight spools 
galvanized cattle or hog wire, $3.80 
per 100 1lb.; polished fence staples, 
$3.55 per 100 Ib.; wire cloth, black, 
12-mesh, $1.85 per 100 sq. ft.; gal- 
vanized, 12-mesh, $2.05 per 100 sq. ft.; 
bronze, 14-mesh, $5.60 per 100 sq. ft.; 
galvanized poultry netting, salvan- 


dis- 
50-10 


60 per cent 
made, 


ized before made, 
count; galvanized after 
per cent discount. 


| WRENCHES.—Prices are unchanged 
| and the demand is satisfactory. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO 

Agricultural wrenches, 
cent discount. Coes’ wrenches, 
40-10 per cent discount; engineers’ 
wrenches, 50-10 per cent discount off 
new list; Stillson wrenches, 70-10 per 
cent discount; Trimo, 70-5 per cent 
discount. 

Snap-on Wrenches. — Radio 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8.80; No. 
608, Crankcase Drain Plug Socket, 
$3.20; No. 90, Square Socket Set, 
$3.70; No. 1817 Giant ‘‘Snap-on’”’ with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 


60- ‘0- 5 per 


and 


Atlanta Reports Hardware Trade 
Satisfactory—Few Prices Changed 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., June 5.—Weather conditions are ideal at this time 
in the immediate Atlanta territory. Practically all cotton is planted 
and approximately half of the planted acreage is up. However, this 
first planted cotton was injured by rain and cold and some of it is 
dying, making it necessary to replant the skips by hoe and hand. 

Jobbers of this vicinity have completed all figures for last year’s 
business and according to rumors had a satisfactory year’s business. 

Building in general is slow, with the exception of the construc- 


tion of viaducts and the Shrine Temple. 


In the report dated May 


15 there was an error where we mentioned the construction of the 


Shrine Morgue. 


This should have read Shrine Mosque and we wish 


state that no morgue is being built here at the present time. 


Very few price changes have been 
made in the past two weeks. Jobbers 
and dealers have spent a great part of 
their time attending the Southeastern 
Retail Hardware and Implement Asso- 
ciation’s Convention and Exhibit held 
here May 22-24. A very satisfactory 
attendance of dealers of the associa- 
tion was reported, resulting in many 
sales for manufacturers and jobbers 
participating in the exhibit features. 
The convention program this year was 
the best in several years, talks being 
made by a number of very prominent 
retail dealers, manufacturers and asso- 
ciation men. There is no doubt that the 
dealers attending will benefit from the 
very valuable suggestions made in these 
talks if they will put them into prac- 
tice. 

Collections are only fair at this time. 


AUTOMOBILE ACCESSORIES.—The 
fair weather has increased the demand. 
Jobbers’ stocks are complete and prices 
are the same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


(Mansfield Tires). — High pressure 
tires, size 30 x 34, Clincher, $6.10; 
30 x 3%, extra size, $8.30; $1 x4, 
$13.00; 32 x 4, $13.80; 33 x 4, $14.50; 
32 x 4%, $20. 20; 33 x 5, $25.50. 








Balloon tires, 29 x 4.40, $9.16; 30 x 
5, $13.5 55; 30 x 5.25, $15.15: 30 x 5.75, 
$20.85: 30 x 6, $20.40; 32 x 6, $21.10. 

Tubes, high pressure, tan, size 30 x 
31%, $1.60; 31 x 4, $2.40; 32 x 4, $2.50; 
33 x 4, $2.60; 32 x 44, $2.90; 33 x 4% 
$3.00; 34 x 4%, $38.10; 33 x 5, $3.75. 
Gray, red and brown tubes are quoted 


at less than tan tubes. Gray balloon 
tubes, £6: xs 4.40, 31.36; 36 x 5, $2.25; 
31 x 5, $2.30; 30 x 5.25, $2.55; 30 x 5.75. 
$3.10; 32 x 6, $3.10; 33 x 6, $3.55. 

Weed and Rid-O-Skid tire chains 
are quoted at list less 30 per cent in 
quantities of less than twelve pairs 
Less 35 per cent in quantities of 
twelve to forty-nine pairs. Less 40 
per cent in quantities of fifty pairs 
or more. 

Champion _— Plugs.—No. X, 45c 
each; No. 5, 538c. each; No. 6, 53c. 
each. 

Springfield Automobile Pumps.—Nw 
1, $1.75 each; No. 5, $1.50 each. 

Automobile Jacks.—No. 610 Walker, 
75e. each; No. 600 Walker, 90c. each: 
No. 1 Walker, $2.10 each; No. 515 
Walker, $2.40 each. 

Klaxon Automobile Horns. — No. 3 
hand, $4.00 each, list; No. 11 battery, 
$4.00 each, list; No. 8 battery, $3.50 
each, list; No. 12 battery, $5.00 each, 
list; No. 15 battery, $6.75 each, list. 
Klaxon Horns less 35 per cent; in 
lots of twelve less 40 per cent. 


AXES.—Axes are moving slow at this 


| time. Orders are being booked for fall 


| 


shipment. Jobbers’ stocks are broken 
but prices are firm. 
JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. ATLANTA, GA.: 
Standard First Quality Axes, single 





hit, 3 to 4 Ib., $14.75 doz.; double bit, 
3 to 4 Ilb., $19.75 doz.; single bit with 
No. 1 handles, 3 to 4 Ib., $19.30 doz.; 
double bit with No. 1 handles, 3 to 4 
Ib., $24.25 per doz. Standard Second 
Quality Axes, with No. 3 handles, 
3 to 4 Ib. $16.00 per doz.; 3 to 4 Ib., 
$13.25 per doz. 


BATTERIES.—The demand is light at 
present. Stocks are complete, with no 
indication of price change. 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Broken Full 
Packages Packages 
No. 485 ..... . $2.53 $2.33 
SP Oe) waccendavacaas 3.58 3.33 
Se: ef 1.92 
Dee See ss swe enened 3.00 2.80 
Mk: SE ecinowd sxe dacees 1.32 1.14 
Mh: BER wesckeeascnuns 42 .o9 
aay) SRP ag ae ee 1.05 mi 
No. 766 1.40 1.30 
DO BM i oh cd Saeed: 1.40 1.30 
ING: 3068 ac dumnddterees eee 1.92 
No. 6 telephone type, $30.00 per 
100; No. 6, ignition type, $32.50 per 
100. 


Flashlight Batteries.—No. 935, $9.25 


pef 100; No. 950, $9.25 per 100; No. 
790, $18.50 per 100; No. 705, $27.50 per 
100; No. 750, $18.50 per 100; No. 761, 


$25.00 per 100. 

Multiple Hot Shot Batteries.—No. 
1461, 4 cell, $1.67 each; No. 1661, 6 
cell, $2.37 each. 


BOLTS, NUTS* AND RIVETS.—The 
demand is satisfactory, stocks are well 
assorted and prices are the same. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 
per cent. Stove bolts less 75 per 
cent. Tire bolts less 50 per cent 
Lag bolts, 60 per cent. Rivets, large, 
$4.00 base per 100 Ib. Small wagon 
rivets at 60 per cent. 


BUILDERS’ HARDWARE.—Business 
is only fair, stocks are complete and 
prices are very firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. ATLANTA, GA.: 
Ball tip plated steel butts, dull 
brass or old copper plated, in less 
than case lots, 3 x 3, $20.00 per 100 
pair; 3% x 3%, $21.00 per 100 pair; 
1 x 4, $28. 00 per "100 pair. Plain — 
Butts with loose pins, size 2 
$1.05 per dozen pair; 2% x 2%, $1. 20 
per dozen pair; 3 x 3, $1.30 per dozen 
pair; Ne x 3%, $1. 65 per dozen pair; 
{ x 4, $2.30 per dozen pair; 4% x4% 
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$3.00 per dozen pair. Hinges, heavy 
strap, size 4 in., 95c. per doz. pair; 
5 in., $1.25; 6 in., $1.50; 8 in., $2.50; 
10 in., $4.30; 12 in., $6.85 per doz. 
pair. Heavy tee hinges, 6 in., $1.40 
per doz. pair; in., $2.00. Extra 
ed tee hinges, 8 in., $3.00; 10 in., 
75, 


CANS, SYRUP.—Late canning last 
season caught jobbers’ stocks depleted. 
They are making special effort to get 
retailers to place orders in advance 
to prevent this recurrence. Orders are 
being booked for shipment in July, 
August and September. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 


5 qt. friction top pails with bails, 
$6.90 per C. 

10 qt. friction top pails with bails, 
$9.75 per C. 


COOLERS.—Business is good, stocks 
full and prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Galvanized Lined Water Coolers, 2 
gallon, $2.00 each; 3 gallon, $2.15 
each; 4 gallon, $2.35 each; 6 gallon, 
$3.10 each; 8 gallon, $4.00 each; 10 
gallon, $5. 35 each. 

Twentieth Century Water Coolers 
complete with stand and bottle, green 
or mahogany color, $14.00 each; 
white, $14.50 each. 


FILES.—Orders are fair, stocks full, 
with no indication of price change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


Black Diamond or Nicholson at 
list, less 50 per cent. Other brands 
as low as list, less 70 per cent. 


FREEZERS, ICE CREAM.—Increased 
demand is noted both by jobber and 
retailer. Stocks are complete and prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA. GA.: 


White Mountain Freezers.—1 qt., 
$4.80 list; 2 qt., $5.60 list; 3 qt., $6.75 


list; 4 qt., $8. 25 list; 6 qt., $10.45 list; 
8 at., $13.40 list; 10 qt., $17.90 list; 
12 qt., $21.50 list; 15 qt., $25.60 list; 
20 qt., $33.20 list: 25 qt., $42.60 list. 
tay Freezers.—1 qt., $4.00 list; 
, $4.60 list; 3 qt., $5.45 list; 4 qt., 
36. $0" list; 6 qt., $8.60 list; 8 qt., $11.10 
list. 
The above list prices are less 50 
per cent discount. 
a Freezers.—1 qt., $2.95 list; 


, $3.45 list; 3 its $4.10 list; 4 qt., 


35, +6" list; 6 6.30 list; 8 at., $8.20 
list; 10 at., Hs. 75 list; 12 qt., $14.00 
list; 15 at., 17.00 list; 20 qt., $21.50 
st. 


Alaska freezers take discount of 20 
per cent and 10 per cent. 


GALVANIZED WARE.—Business is 
good, jobbers’ stocks are complete, with 
no indication of price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Water Pails.—8 qt., $2.00 per doz.; 
10 qt., $2.20 per doz.; 12 qt., $2.60 per 
doz.; 14 qt., $2.85 per doz. 

Wash Tubs.—No. 0, $5.15 per doz.; 

1, $6.35 per doz.; No. 2, $7.15 per 
doz.; No. 3, $8.50 per doz. 

Light Well Buckets.—10 qt., $4.50 
per doz.; heavy well buckets, 10 qt., 
$5.50 per doz. 

Oil Cans.—1 gallon, $3.60 per doz.; 
5 gallon, $7.50 per doz. 


GRAIN CRADLES.—These are begin- 
ning to go in small volume; the season 
is late. Stocks are only fair, with 
prices firm. 





JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
14 fingered grain cradles, $4.50 
each. 


HOES.—Orders are good, stocks bro- 
ken, prices very firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


Scovil Hoes, No. 00, $11.50 per doz., 
list; No. 0, $11.75 per doz., list; No. 
1, $12.00 per doz., list; No. 2, $13.00 
= doz., list; No. 3, $14.00 per doz., 


Scovil Hoes less 45 per cent dis- 
count. 

Handled hoes with 5 foot handles, 
regular cotton hoes with goose neck 
or straight shank, 6% in. blade, $7.95 
per doz.; 7 in. blade, $8.25 per doz.; 
7% in. blade, $8.60 per doz.; 8 in. 
blade, $8.90 per doz. 

Cotton Choppers hoes with 5 foot 
handles, 8 in. blade, $8.60 per doz.; 
9 in. blade, $9.50 per doz.; 10 in. 
blade, $10.10 per doz. 


LAWN GOODS.—Business is_ good, 
stocks are complete, no price change 
expected this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA GA.: 


Ball bearing lawn movers from 
$7.50 up. Plain bearing lawn mowers, 
$4.50 up. 

Water hose, % in. by 5 ply, 7c. per 
foot; % in. by 5 ply, 8c. per foot; 
% in. by 5 ply, 9%c. per foot; in 25 
-r lengths, 50 feet and longer, Wc. 
ess. 

Hose nozzles are $4.00 to $6.00 per 
dozen. 

Rain King Sprinklers, $2.35 each; 
Giant King Sprinklers, $7.50 each; 
Ring Sprinklers, 50c. each. 

Hose reels, $3.35 up; hose couplings, 
% to % in., $1.25 doz.; clinch coup- 
lings, $1.75 per doz.; galvanized hose 
clamps, % to % in., 25c. per doz. 

Hose washers, 60c. per Ib. 

Galvanized sprinkling cans, 4 qt., 
$6.50 per doz.; 6 qt., $7.00 per doz.; 
8 qt., $8.00 per doz.; 10 qt., $9.00 per 
doz.; 12 qt., $10.75 per doz, 


LADDERS, STEP.—Business is only 
fair, stocks well assorted, prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Competition grade, 4 ft., $1.00 each; 
5 ft., $1.25 each; 6 ft., $1.50 each; 
8 ft., $2.00 each. 


POULTRY NETTING AND _ SUP- 


PLIES.—Demand is slowing up, stocks 


well assorted, no price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Hexagon and straight line netting 
at list as follows, for No. 20 gage, 
galvanized before weaving: 12 x 1, 
$4.95 per roll; 18 x 1, $7.12 per roll; 
24 x 1, $9.08 per roll; 30 x 1, $10.83 
per roll; 36 x 1, $12.38 per roll; 48 x 1, 
$16.50 per roll; 60 x 1, $20.63 per roll; 
72 x 1, $24.75 per roll; 12 x 2, $2.14 
per roll; 18 x 2, $3.08 per roll; 24 x 2, 
$3.92 per roll; 30 x 2, $4.68 per roll; 
36 x 2, $5.35 per roll; 48 x 2, $7.13 
per roll; 60 x 2, $8.91 per roll; 72 x 2, 
$10.69 per roll. The above prices are 
list and subject to a discount of 60 
per cent. 

Drinking Founts.—No. 1, $2.00 per 
doz.; No. 20, $2.75 per doz.; No, 24, 
$4.00 per doz.; No. 32, 75c. per doz. 

Feeders.—No. 11, 85c. per doz.; No. 
12, $1.65 per doz.; No. 27, $1.65 per 
doz.; No. 28, $2.50 per doz. 

Double Feeding Troughs.—No. 58, 
$2.50 per doz.; No. 59, $3.60 per doz.; 
No. 60, $4.75 per doz. 

Large Feeders.—No. 140, $9.70 per 
doz.; No. 141, $14.50 per doz. 





REFRIGERATORS.—Business is good 
for jobbers and retailers, stocks are 
slightly broken, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Competitive line of refrigerators. 
Top icers, 35 lb, ice capacity, $9.50 
each; 55 lb., $11.50 each; 65 Ib., $13.50 

each, 95 lb., $16.50 each. 

3 door front icers, 40 lb. capacity, 
$13.75 each; 60 Ib., $17 each; 65 Ib., 
$20.50 each; 95 lb., $23 each; 125 Ib., 
$24.50 each; 135 lb., $27.60 each. 


SCREEN GOODS.—Business is good 
both with the jobber and retailer; stocks 
are complete, with no indication of 
change in price. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Screen Doors.—3 x 7, No. 240, $18.50 
per doz.; No. 240G14, $20.50 per doz.; 
No. 301, $26.75 per doz.; No. 301G14, 
$28.75 per doz. 

Screen Windows, Wood Frame.— 
No. 2437, $5.50 per doz.; No. 3037, 
$6.85 per doz.; No. 3637, $8.00 per doz. 

Screen Windows, Metal Frame.— 
No. M2437 G14, $9.85 per doz.; No. 
M2837 G14, $10.85 per dzo. 


STOVE PIPE AND ELBOWS.—There 
is only a slight demand for these goods 
at this time; however, jobbers are 
booking many orders for later ship- 
ment. Prices are not expected to 
change in the near future. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
30 Gage 29 Gage 
Per C Jts. Per C Jts. 
= e Pipe. 
? eee $12.50 $13.35 
6 > eke sic wneo eee 13.25 14.15 
RR ky is catoa/he a wicem 15.50 16.40 
fe ta. he: aparece 16.50 17.40 
Common Elbows. Per Doz 
Se are $1.35 
BIS pacts teas eri ees sak scaet eee 1.50 
FP iise ane a or aes Skea eee ee 2.00 


WIRE PRODUCTS.—Orders are satis- 
factory, stocks ample, with no change 
in prices. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0O.B. ATLANTA, GA.: 
Plain Smooth Wire Black Galvanized 
Gage Per 1001b. Per 100 llb. 

6 to 9 $3.50 $4.00 

10 3.55 4.05 

11 3.60 4.10 

12 3.65 4.15 

14 3.90 4.45 

16 4.20 4.85 


Bright Nails.—$3.15 per keg base. 

Barb Wire.—Per 80-rod spool, 2- 
point light cattle, $2.50; 2-point light 
hog, $2.75; 4-point heavy cattle, $3.40; 
4-point heavy hog, $3.60. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; 832-12, $6.00; 939-11, 
$7.85; 1446-1214, $11.00. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4.00; 1948-14, 
$4.85; 2158- $5.50. 

Steel Fence Posts.—‘‘T” galvanized, 
5 ft., 55c. each; formed painted, 35c. 
each; “T” galvanized, 6% ft., 65c. 
each; formed painted, 45c. each; ‘‘T’’ 
galvanized, 7% ft., 70c. each; formed 
painted, 50c. each; “‘T” galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each. 

Wire Screen.— Fair weather in- 
creases orders. Prices quoted f.o.b. 
Atlanta: 

12-mesh, black, $1.85 per 100 sq. ft.; 
14-mesh, galvanized, $2.60 per 100 sq. 
t.; 16-mesh, galvanized, $2.90 per 100 
sq. ft.; 16-mesh, bronze, $6.50 per 
100 sq. ft, 
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Seasonal Hardware Do ing Well 
In Pittsburgh Territory—Some New Prices 


(Pittsburgh office of HARDWARE AGB) 


PITTSBURGH, June 5.—Hardware seasonal to this time of the year 
is doing well in this market, but there is not the same degree of 
activity in staple goods and consequently not the rounded demand 
that is necessary to make distributors feel satisfied. Approach of 
the Republican and Democratic Presidential convention has quick- 
ened the demand for dry-cell radio batteries, since there will be as 
extensive reporting of these gatherings by radio as by the press and 
interest in them is high. Some improvement is reported in the 


movement of automobile tires and tubes. 


Real activity, otherwise, 


is pretty well centered in garden and lawn tools, screen wire goods, 
house-cleaning supplies and other items that usually do well at this 


season. 


New and lower prices have been announced on Kampkook stoves. 


A reduction also has been made in locomotive jack screws. 


A new 


price list has been issued on cotter pins, dated May 24 last, replacing 
one adopted Oct. 5, 1922. The prices range from 10 to 20 per cent 
higher, but through a lengthening of the discounts the net prices 
are not materially different than under the former list. 

No appreciable improvement is noted in collections. 





AUTOMOBILE TIRES AND TUBES. 
—Business has improved, but distrib- 
utors still say there is room for more. 
Competition is keen, since the producers 
who were not loaded up with high-cost- 
ing rubber are able to buy cheaply now 
and pass the advantage on, if not in 
lower prices, at least by giving longer 
guarantees against failure. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield Tires.— High pressure, 
cord, 30 x 3% in., clincher, $6.10 
each; same extra size, $8.30; 31 x 4 
in., $13; 32 x 4 in., $13.80; 33 x 4 in., 
$14.50; 32 x 4% in., $20.20; 33 x 5 in., 
$25. ~ balloon, 29 x 4.40 in., $9.16; 
30 x 5 in., $13; 31 x 5 in., $13.55; 30 x 
5.25 in., 20 in. rim, $15. 15; 21 in. rim, 
Ss: 30 x 5.57 in., $20.85; dig Ay 
$20.4 0: 32 x 6 in, 20 in. rim, $21.1 
21 in. rim, $21.80. 

Tubes. — High pressure, tan, 30 x 
3% in., clincher, $1.60 each; 31 x : 
in., F 32 x 4 in., $2.50; 33 x 
in., $2. 60; 32 x 41% in., $2.90; 33 x “i 
in., $3; 34 x 4% in., $3.10; 33 x 5 in., 
$3. 75: gray tubes sell 15c. to 50c. less; 
balloon gray, 29 x 4.40 in., $1.85; 


30 x 5 in., $2.25; 31 x 3 i. $2.30; 30 
x 5.25 in., 20 in. rim, $2.55; 21 in. rim, 
$2.65; 30 x yl in., $3.10, "32 x 6 in., 
$3.10; 33 x 6 in., $3.55. 


BATTERIES.—Although the demand 
for dry-cell radio batteries is growing 
less pretty constantly, battery-operated 
sets are not being thrown away and fix- 
ing them up for reception of the Presi- 
dential conventions this month has 
caused something of a spurt of buying. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 


Broken Unit 
Packages Packages 
a Ere esas $2.53 $2.33 
OM | PS Aare ec 3.58 3.33 
SRR er 2.06 1.72 
i ee ouseact cache ee 3.00 2.80 
i eS eee 1.32 1.14 
WN Sos c0chawss ees 42 39 
errr rr 1.05 97 
MS UE Gaesecesene cs 1.40 1.30 
Se ee wkaveath¥aue ss 1.40 1.30 
arr s 2.06 1.92 
No. 6 dry cells, ignition type unit 
packages, 32%4c. each. 
Flashlights.—No. 935, 9 Ae each; 


No. 950, 9%4c.; No. 790, 18%6c.; No. 
705, 28c.; No. 750, 18%c.; "No. 761, 25c. 





Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 


BOLTS, NUTS AND RIVETS.—De- 
mand lacks volume, but it is steady. 


Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 50 and 10 per 
cent ofi list. 

Nuts.—All styles, 
list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


60 per cent off 


BOTTLES, CAPS AND CAPPERS.— 
The season for bottling beverages is at 
hand and demand for these items is 


steadily expanding. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. PITTSBURGH: 

Bottles. — Crow wn, 14 oz, $6 per 
gross; 28 oz., $8.40; lightning stopper, 
14 oz., $7.50; 28 oz., 

Caps. —In single gross lots, 18c. per 
gross; 10-gross lots, 17c. per gross; 
50-gross lots, 16c. per gross. 

Cappers.—Eveready, $9 per doz.; 
Indestro, $10 per doz. 


BUILDERS’ HARDWARE.—The word 
about business is that it is on the in- 


crease. Prices are firmly maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
34 in. x 3% in., $19; 4 in. x 4 in., 


0. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, T, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.— Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.: 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


COTTER PINS.—A new price 





list, 
adopted May 24, has been issued, replac- 
ing one dated Oct. 5, 1922. Prices have | 


been advanced from 10 to 20 per cent, 
but the discount, formerly 40 and 5 per 
cent, has been increased to 50 and 10 
per cent, and the difference in the net 
prices is slight. 

FARM, GARDEN AND LAWN.—Real 
activity is noted in mowers, hose and 
sprinklers. Garden tools also are do- 
ing well, but there has been some slip- 
ing in the demand for farm tools. 
Sprays are moving with a little more 
freedom. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 41, 
$15.24; spading forks, No. 84, $10.80 


per doz.; No. 72, $14.28; garden rakes, 


No. 014, $5.64 per doz.; No. 512, $8.64; 
No. 514, $9; lawn rakes, No. 124R, 
$5.50 per doz.; field hoes, $6 per doz. 

Barrows. — Garden, No. 81, $3.65 
each; No. 82, $4.75; No. 83, $5; No. 84, 
$7. 75; No. 45, $4.50; No. 35, $5.75; No. 
25, $6. 25. 

Trowels.—Garden, No. 7, $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 


100, $3.50; No. 85, 80c.; No. 02, 75c. 
Grass Hooks and Shears.—Hooks, 

No. 7, $2.50 per doz.; No. 450, $4; 

German, $3. 60; E nglish, $7; Shears, 


No. 360, $3 per doz.; No. 380, $3.60: 
No. 520, $5.50; No. 525, $7; No. 540, $6. 

Shears. — Pruning, "No. 25, $2 per 
doz.; No. 0, $4.50; No. 533, $6.50; No. 


4671, $9; hedge, 8 in. blades, $1.25 to 
$1.75 each; 9 in., $1.40 to $1.90; 10 
n., $1.60 to $2. 


Pruners. — Tree, water, $1.30 to 
$1.60 each; Division, $2 to $2.10; 
Rockdale, $1.35 to $1.65; McKinney, 
$2.60 to $3.60. 

Hose, Reels and Nozzles.—Garden 
— in 50-ft. rolls, % in., 9c. per 

5 in., 9146c.; % in., 1lc.; nozzles, 
Su. 60 to $6 per "doz.; reels, $1 to $4 


each. 

Sprinklers.—Ring, 50c. 
King, $2.35; Giant Rain King, 
Pluvius, $1.15. 

Sprinkling Cans.—Galvanized, 4 qt., 


each; Rain 
$7.50; 


$6 per doz.; 6 qt., $6.60; 8 qt., $7.50; 
10 qt., $8.40. 

Lawn Mowers.—12 in., $5 to $8.75; 
14 in. $5.25 to $13; 16 in., $5.75 to 
Log oe 18 in., $8.50 to $14; 20 in., 
10.50 to $15. 

Sprays.—Bordeaux mixtures, 1 Ib. 
papers, 25c. per lIb.; in 100 lb. drums, 
15c. per lb.; arsenate of lead, 1 Ib. 
papers, 25c. per lb.; 100 lb. drums, 
16c. per Ib. 


HOUSE-CLEANING SUPPLIES. — 
This line still is doing well in this area, 
although volume is somewhat lighter 
than it was recently. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mops.—O-Cedar, 334% per cent off 
list; Cotton, best grade, No. 12, $4.20 
per ry No. 20, $6; No. 30, $10; No. 
36, $13.50. Second grade, No. 12, 
$2.75: No. 20, $4.50; No. 30, $6.75; No. 
36, $8.40. 

Chamois Skins.—12 x 4 in., $3.50 
per doz.; 13 x 17 in. me x 18 in., 
$7.50; 15 x 20 in., 

Waxes.—Johnson anol wax, 1 Ib. 


cans, 75c.; 2 Ib. cans, $1.70; 4 Ib. 
cans, $3; 8 Ib. cans, $6; Old English, 
1 Ib. cans, 85c.; 2 lb. cans, $1.75; 4 
Ib. cans, $3; liquid wax, Johnson, 
pints, 75c.; quarts, $1.40; Old English, 
pints, 75c.; quarts, $1.40. Dealers’ 
discount, 3314 per cent. 


Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire racks, $6 per 
assortment. 

Wall Cleaners.—Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per dozen cans; Perfection paint 
cleaner, $3.25 per dozen. 


Step Ladders. — Standard full 
rodded ladders, 28c. per ft.; extra, 
40c. per ft. 


Floor Polishers.—Johnson’s electric, 
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ICE CREAM FREEZERS.—There has 
been a fair amount of advance ordering, 
but new orders wait on a more active 


$22.12 each net; hand, $3.75 each; 
Old English, $2.60 each. 

Carpet Beaters. — Justrite, $1.10 
doz.; No. 4, $1.20. 

Bronzes.—Gold or aluminum, No. 
25 at $2 per doz.; No. 40, $3.20, and 
No. 70, $5.50. 

Sanitary Goods.—Desolvo, No. 16, 
$3.75 per doz. in lots of 3 doz. or 
more; less than 3 doz., $4; No. 10, 
$2.15 per doz. in lots of 3 doz. or 
more; less than 3 doz., $3.25. Kloset 
Klean, $2 per doz.; Saniflush, $2.25 
per doz.; Presto pipe opener, $2 per 
doz.; tile and porcelain cleaner, $1.20 
per doz.; bowl cleaner, $1.85. 

Patching Plaster.—3 lb. cans, $1.80 
per doz.; 6 lb. cans, $3; 10 lb. cans, 
$4.20; 15 lb. cans, $6. 

Plastic Wood.— \%4 lb. cans, $2.80 
per doz. 


movement into consumption. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; A. qt., $4. 10 each; 4 
t., $5 each; 6 q $6. 30 each; 8 at., 
8.20 each; 10 ae "$10. 75 each; 12 qt., 
$14 each; 15 qt., $17 each; and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 


Alaska Gray Goose Freezers.—1 qt., 
3.256 each; 2 qt., $3.90 each; 3 at., 
4.65 each; 4 qt., $5.70 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 at., 
$5.60 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are subject 
to a dealers’ discount of 50 per cent. 

Blizzard.—1 qt., $4.65 each; 2 at., 
$5.50; 3 qt., $6.50; 4 qt., $8; 6 qt., $10; 
8 qt., $13; 10 qt., $17; subject to a 
discount of 55 and 7% per cent. 

Lightning.—1 qt., $4.65 each; 2 q 
$5.50; 3 qt., $6.5 50; 4 qt., $8; 6 qt $10: 
8 qt., $13; 10 qt., $17: 12 qt., $21; sub- 
ject to a discount of 55 per cent. 


Auto - Vacuum Freezers. — No. 1, 
$3.33 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33144 per cent off list. 


Acme Freezers.—Bright, galvan- 
ized, tapered, 2 qt., $8 per doz.; 
same size, enameled, galvanized, $10 
per doz.; 4 qt. size, enameled- galv a- 
nized, $i8 per doz., and 1 qt. size, 
Junior enameled, $4.80 per doz. 
These are net prices to dealers. 

Arctic Freezers.—1 qt., $4; 2 
$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 = 
$8.60: 8 qt., $11.10; 10 at., $14.80; 13 

$16.65; 15 qt., $23.30. These are 
fet prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


LOCOMOTIVE JACK SCREWS. — 
Prices have been reduced and jobbers 
now quote 50 and 10 per cent to 60 per 
cent off list, according to the quantity. 


PAINTING SUPPLIES.—There is no 
longer room for complaint over busi- 
ness, which is as active as usual at this 
time of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(whites and dark greens, 12c. per 
gal. higher); white lead, 13%4c. per 
Ib. in 100-lb. lots; 10 per cent less in 
lots of 500 lb. or more and extra 4 per 
cent less in lots of a ton or more: 
turpentine, 68c. per gallon in barrel 
lots; raw linseed oil, 11.8c. per Ib. in 
barrel lots. 


SCREEN WIRE GOODS.—Business is 
seasonally active in wire cloth and 
screen doors and windows. Poultry net- 
ting and hardware cloth leave little to 
be desired in point of sales. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH 
Screen Wire Cloth.—Black, $1. 80 
per 100 sq. ft.; opal, $2.10; bronze, 
$5.50 
Screen Doors.—2 ft. 8 in. x 6 ft. 8 





in., No. 241, $18 per doz.; No. 288, 





$24; No. 457-G12, $22; No. 315-B14, 
$42. 


Screen Windows.—Wooden frame, 
extension, 12-33, $3.30 per doz.; 15-33, 
$3.85; 18-33, $4.40; 24-33, $5.10 

Hardware Cloth.—24 in. x 48 in., 
No. 2, $4 per 100 sq. ft.; No. 3, "es 30; 
No. 4, $4.65; No. 6, $5; No. 8, $5.50 

Poultry Netting.—Galvanized after 
weaving 50 and 10 per cent off list. 


POULTRY NETTING. — Galvanized 
after weaving, 50 and 10 per cent off 
list. 


WIRE PRODUCTS.—Fence and fenc- 
ing materials are moving well. Nails 
are in steady demand, but jobbers are 
pretty heavily stocked and there is some 
irregularity in prices. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 
(Fence Wire 


per 100 Ib.) Annealed Galvanized 
No. 6 to § GABC....00 $3.05 $3.50 
SO: .e vkasds beers in as 3.10 3.55 
S|: eee St 3.60 
DG, BE Sescosestaeccss 3.20 3.70 
SS reer rere 3.85 
Sees eee 3.40 4.05 
_ ae ers ere 3.60 4.30 
I | RP rer 3.80 4.45 
Barbed _* (per 80-rod oe. 
ee sere $2. 
ae | Pe nee 318 
SEE OSs, © xa bn e K0S 5 26 c-0¥ e920 3.43 
aS CREA 5b oc sa 0 veh es eee s 3.17 
2-point cattle (special) ......... 2.25 
Field Woven Wire Fence (per 100 
rods 
of | ere $39.80 
EE: Fs ed yoes a S45 os bd acaeien 55.80 
SEER. DES 45S NE GNSS OOS CRD 27.70 
SEE sees a ie aiid y.9'o wikioe « Sid ae 37.00 
BEE SOS Oy Sik cadaan ete taasoe 35.80 
BREE. Ghictuas chwewenewsae bene 49.20 
Poultry and Rabbit (No. 14 gage): 
MO MEE seeSecneuscsecas eee ws sit $36.50 
PRED. Che cu ngs ednswencaces sie 44.00 
eee ee 49.50 


Steel Fence Posts: 
Galvanized Painted 
_Tubular Formed 





5 ft. PE Sobaamacee 
S i. 5e. each 38c. each 
1 .each 40c. each 
Te Ws ss aacdisaeecn sh css 45c. each 


ft. 
Bright nails, base, per keg, $2.90. 





More Bright and Warm New England Days 


Have Speeded Up Hardware Sales This Week 


/ 
* (Boston office of HARDWARE AGE) 


BOSTON, June 5.—Several warm and bright days in New England 





have speeded up business in the hardware market. To be sure there 
is still room for improvement, but business is so much better than 
it has been the trade, both retail and jobbing, has a more optimistic 
view of the future. Common opinion is, however, that we have lost 
a lot of business in New England that cannot be made up this year, 
and for that reason 1928 earnings will not be as large as hoped. 
The credit situation is fair. 

Business is better and that is the big help. The credit situation 
will take care of itself if business continues to increase, and ways 
and means can be found to make up at least a part of sales thought 
lost provided the retail dealer makes a business of going after it. 
One successful Boston retail dealer says: “The day when the retail 
hardware dealer can sit back and wait for business to come to him is 
gone. We fellows have got to go after business if we are to exist. 
And with competition growing keener every day, it looks to us as 
though we are in for a long period of hustle.” 





AUTOMOBILE ACCESSORIES.—Ac- | Day demand for flag holders of all 
cessories seem to be moving in greater | kinds, sales by various retailers break- 
volume. There was a pre-Memorial | ing all previous records. Talk of lower 





pricés on tires and tubes has died down 
and buying is more confident. 
We quote from Boston jobbers’ 


stocks: 

Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent discount. 

Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per cent discount. 

Horns. — Klaxon, quantities less 
than $50 in list value, 35 per cent dis- 
count; in $50 to $199 value, 40 and 5 
per cent discount; in $200 value, 50 
per cent discount. 

Tires.—Mansfield line, fabric, clin- 
cher, 30 x 3 in., $6.35 each net: 30 
x 3% in., $7.25. Heavy duty cord, 
straight side, 30 x 3% in., $10.95 each 
net; 31 x 4 in., $138.75; 32 x 4 in., 


5 in., $32.95; 34 x 5 in., $35.45; 35 x 5 
“ $36.25; 32 x 6 in., ye 36 x 6 
$50.40; 38 x 7 in., $70.6 

"Sunes — tener, tan, in ‘small lots, 
30 x 3 in., $1.50 each net; 30 x 3% 
in., $1.70; 32 x 3% in., $1.90; in lots 
of 12 or more deduct 10c. each tube; 
31 x 4 in., $2. 40; 32 x 4 in., $2.60; 
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x 4% in., $3.40; 30 x 5 in., $3.45; 33 x 
5 in., $3.75; 34 x 5 in., $3.85; 35 x 5 
in., $4; in lots of six tubes or more 
deduct 10c. per tube; 32 x 6 in., $6.20; 
36 x 6 in., $6.15; 38 x 7 in., $9.40. 

Tire Chains.—One to nine sets, 30 
per cent discount; 10 to 49 sets, 35 
per cent discount; 50 to 99 sets, 40 
per cent discount; 100 to 149 sets, 
40 and 5 per cent discount; 250 sets 
and more, 40 and 10 per cent dis- 
count. 

Auto Clocks.—Westclox line, 
dial, $1.50 each net; luminous 
$2.10. 


plain 
dial, 


BASEBALL GOODS.—Young America 
has been buying bats, balls, gloves, etc., 
more freely of late, and this fact is re- 
flected to some extent in the movement 
In fact, sport- 
ing goods of all. kinds are enjoying a 


out of jobbers’ stocks. 


wider market. 
We 

stocks: 

Catchers’ Mitts.—Youth’s model, $8 

to $14.50 per doz. net; amateur mod- 


quote from Boston jobbers’ 


el, $14.40; full size, $28.50 and $40; 
semi- -professional, $64. 
First Base Mitts.—Youth’s model, 


$8 per doz. net; full size, $13 to $36; 
speed model, $44; Stuffy MclInness, 
$50; professional model, $61. 

Baseball Gloves.— Boy’s, $5.50 to 
$11 per doz. net; Tris Speaker (brown 
horsehide), $14.50; G. C. Alexander, 
professional speed model, $40; speed 
model, $58. 


Baseball Bats.—Babe Ruth, $16.20 
per doz. net; Eddie Collins, $16.20; 
Harry Heilman, $16.20; Babe Ruth, 
r., $7.20; Bin-Go, $12; burnt oil fin- 
ish, $10.80. 

Baseball. — With rubber center, 
$14.50 per doz. net; with cork and 
rubber center, $14.50; Professional 
League, $8; Boys’ League, $3.50; 
Junior League, $2.75; Dollar Lively, 


No. 7, $6 
CAPS AND CAPPERS.—Sales of caps 
and cappers are picking up, with bill- 
ings by jobbers somewhat ahead of last 
year at this time. Jobbers and retail- 
ers alike anticipate a good year. 
We quote from Boston jobbers’ 
stocks: 
Bottle Crowns.—One gross to the 


carton, 2lc. per gross net; ten gross 
to carton, 20c.; fifty gross to carton, 


19¢. 
Cappers.—Indestro, No. oe, $10.80 


per doz. net; Eveready, No. 100, $9; 


No. 1018S, $10; No. CB, $21. 

Corks. Two X tapered No. 5, 70c. 
per bag of 500; No. 6, 75c.; No. 7, 90c.; 
No. 8, $1. of No. 9, $1. 30; "No. 10, 
$1.40; No $1.70; No. 14, $2.20: No 
16, $3; No. “18, $3 ‘50. Short No. 18, 
$2.70. Straight, 1%,C, No. 7, $5.40 per 
1000 net; No. 8, $5.85; No. 9, $6.90; 
No. 10, $7.65. 

CARPET BEATERS.—A_ somewhat 


broader yet not brisk call for carpet 
beaters is noted. The weather of late 
has been more conducive to house 
cleaning, which has helped sales. 

We quote from Boston jobbers’ 


stocks: 
Carpet Beaters.—Wire, No. 12, $1.50 
a doz. net; No. 11, $2. 

CROQUET SALES.—Jobbers are dis- 
posing of more croquet sets. The sea- 
son, however, is backward and indica- 
tions are less stock will be sold this 
year than last. 


We quote from Boston 
stocks: 

Croquet Sets.—Standard makes, 5% 
in mallet, 4-ball, No. 0, $2.50 per 
set; No. H, $2.80; 8-ball, No. B, $3.40; 
6-in. mallet, 8-ball, No. N, $4.25: 8- 
in. mallet, 4-ball, No. AAW, $4.50; 
No. AA, $6. 

ELECTRIC FIXTURES.—Electric fix- 
tures are fast becoming important items 
in numerous retail hardware _ stores. 
Good business is in the process of de- 
velopment, as more and more people are 
finding out they can do a lot of jobs 


around the house which an electri- 


jobbers’ 





| cian previously has been called upon to | 


do. 
We quote from Boston jobbers’ 
stocks: 
Sockets.—Key, No. 5052C, in lots 
of 12, 15c. each net; in cartons of 
25, 138c. Chainpull, No. 5252C, in lots 


of 12, 22c.; in cartons of 25, 20c. 

Plugs.—Attachment, two piece, No. 
526, in lots of 25, 64%c. each net; in 
lots of 50 to 100, 6c.; in lots of 500, 
5loc. 





Splicer.—IExxtension cord, No. 210, 
in lots of 25, 26c. each net; in lots of 
50 to 100, 25c.; in lots of 500, 24c. 

Armored Cap. —No. 528C, in lots of 


in lots of 50 to 100, 
500, 74¢ 
Tu-sok, 
lots of 


25, 8c. each net; 
7%c.; in lots of 

Sockets.—Plug, 
18c. each net; in 
17c.; in lots of 100, 16%c. | Bakelite, 
two light, No. 12, unit, 39c. in lots 
of 20 to 99, 37%c.; in lots of 100, 36c. 
Triple current tap, No. 3, unit, 18c.; 
20 to 99, 17c.; in lots of 100, 16%c. 
Three-way tap, No. 30, unit, 10c.; 
in lots of 20 to 99, 9%c.; in lots of 
100, 9c. Three light, screw base, No. 
13, unit, 30%c.; in lots of 20 to 99, 
39c.; in lots of 100, 27%e. Four-way 
tap, No. 4, unit, 30%c.; in lots of 20 
to 99, 29c.; in lots of 100, 27%c. 

Fuse Plugs.—All sizes, 50 


No. 1 unit, 
20 to 99, 





to the 


carton, in lots of less than 100, $3.50 
per 100; in lots of 100 to 499, $3.25 
per 100; in lots of 500 to 999, $3 per 
100. 


FANS.—One or two warm days recent- 
ly started retail buying of fans, but de- 
mand is a long ways from active, and 
there is no indication it will be very 
much better, within the near future at 
least. 


We quote from Boston jobbers’ 
stocks: 
Fans.—Electric, Polar Cub, Junior, 


6 in., in lots of less than 12, $3 each 
net; 12 or more, $2.85; 8 in., less than 
12, $3.20; 12 or more, $3. Senior, os- 
cillating, 10 in., less than six, $7 
each; six or more, $6.65; stationary, 
less than six, $4.60; six or more, $4.35. 
FLOWER BOXES.—Sales of flower 
boxes the first five months of this year 
compare favorably with those for the 
corresponding months of 1927. Fur- 
thermore, current retail needs are quite 


satisfactory. 
We quote from Boston jobbers’ 
stocks: 
Flower Boxes.—Galvanized _ steel, 
24 in., $10.60 a doz. net; 30 in., $13.90; 


36 in., $20.90. 
GALVANIZED WARE. — Galvanized 
garbage cans and underground kinds 
are in somewhat better request. 


We quote from Boston jobbers’ 
stocks: 

Ash Cans.—National Enameling & 
Stamping line, No. 171, $3.12 each 
net; No. 181, $3.50; No. 190, $4; six 
ribs, No. 0180, $2.25. Reeves line, in 
lots of 25, No. 260, $1.80 each net; 


No. 26, $3.50; in lots of less than 25, 
No. 260, $2 each; No. 26, $3.80. Hill- 
son line, No. 7, $14 per doz. net; No. 
1724, $24; No. 1800, $31. $1.05 

> 


Garbage Cans.—No. 4, each 


net; No. 2, $1. 44; No. 1, $1.68; Reeves 
line, 3 gal., $6.72 per doz. net; 5 gal., 
$9.36; 7 gal., $1128; 10 gal., $12.84. 
Underground. 11 gal., $9.75 each net; 
13 gal., $12.25; No. 15, $10. Refuse 
container, 14 x 22 in., $11 each net. 


HAMMOCKS.—Some of those retail 
dealers who put off purchases of ham- 
mocks are now placing orders. Ham- 
mocks, however, have not sold particu- 
larly well so far this season. 


We quote from Boston jobbers’ 
stocks: 
Hammocks. — Couch styles, khaki 


colored drill, $8 each net; drill with 
adjustable back, $12.50; khaki duck, 
adjustable back, box mattress, $13.50; 
striped duck, head rest, adjustable 
back, box mattress, $18; striped 
duck, head rest, adjustable back, 
boxed mattress, broad arm rest, $20; 
glider types, striped duck, mattress, 
adjustable back and head rest, $30; 





striped drill, without head rest, sus- 
pended from steel underslung stand, 
$18. 
Canopy.—No. K7, $6 each; Khaki, 
No. K2, $4.35. 
Stands.—No. 63A, $3 each net. 
HINGES.—All kinds and makes of 


hinges are selling very well. A lot of 
them are going into new construction as 
well as into repair work. 


We quote from Boston jobbers’ 
stocks: 

Hinges. —Strap, 3 in., 58¢e. per doz. 
pair; 4 in., 77e 5 in., 86c.; 6 in., 
$1.20; 8 in., $1.90: 10 in., $3.30; 12 in., 
$4.85. No. SC900, 3 in., $8.10 per 100 
pair; 4 in., $9.90; 5 in., $11.35; 6 in. 
$14.65; 8 in., $22.2 20; 10 in., $34.70. 


ICE PICKS.—Despite the rapid growth 
of the electric refrigeration industry 
there is still a good market for ice 


picks. 
We quote from Boston jobbers’ 
stocks: 
Ice Picks.—Standard, No. E, $6.20 
per doz. net; Gilchrist Yankee, No. 


92, $11 per gross in gross lots; Tucks 
slim, $1.58 per doz.; Torrington, 75c. 
per doz. 


OIL CANS.—People who will open their 
summer places this month will require 
oil cans, and the retail dealer should 
take account of stock. 


We quote from Boston jobbers’ 
stocks: 

Oil Cans.—Aurora, 1 gal., No. 1, $3 
per doz. net; Aetna, 2 gal., No. 51, 
$5.75; gasoline, No. 505, $10; Electra, 
5 zal. No. 5, $12; Red Band, No. 14, 
$14.50; Peerless, No. 23, $17.50. 

ROOFING BRACKETS.—Jobbers re- 


port more doing in roofing brackets. 
Retailers are ordering small quantities 
at a time, but are buying often. 


We quote from Boston jobbers’ 
stocks: 

Roofing Brackets.—Stanley, No. 1, 
$6.75 per doz. net; Hub, $4.75. 


SCALES.—The desire of women and 
girls to keep thing has been a boon to 
the scale market. Certain jobbers say 
that never before have they sold so 
many scales as they have the past 12 
months. 








We quote from Boston jobbers’ 
stocks: 

Scales.— House, Universal, No. 412, 
$1.60 each net: No. 1412, $1.90; Co- 
lumbia, No. 6021, $1.25; No. 16021, 
$1.59. 

Bathroom. — Universal, No. 9300, 
$10.50 each net: Health-O-Meter, 
$10.50; in lots of four, $9.50. House- 
hold and baby, No. 425, $3.40 each 
net. 


SCREENS AND DOORS.—Quite an 
improvement is noted in the movement 
of screens and doors out of retail as 
well as jobbing stocks. 


We quote from Boston jobbers’ 
stocks: 

Screen Doors.—From stock, No. 241, 
2.6 x 6.8, $19 per doz. net; 2.8 x 6.8, 
$19.88; 2.10 x 6.10, $20.94; 3.0 x 7.0, 
21.88. No. 384, 2.6 x 6.8, $26.69; 2.8 
x6.8, $27.81; 2.10 x 6.10, $29.06; 3.0 x 
7.0, $30.13; No. 545G, 2.6 x 6.8, $41.69; 
2.8 x 6.8, $43.13; 2.10 x 6.10, $44.88; 
3.0 x 7.0, $46.44. 

Factory Shipments.—Deduct 10 per 


cent from the above prices. Freight 

is allowed in the distribution of cars 

from factory. 
WASH BOARDS.—Small yet consistent 
buying features the wash board mar- 
ket. The weekly jobbing sales are fully 
up to normal. 


We jobbers’ 
stocks 

Wash Boards.—Colonial Kid, $2.65 
a dozen net; Colonial Junior, $3.50; 
Highland, $4.25; Puritan, $5.75; Tory, 
$3.50; Bunker Hill, $6; Plymouth, 
$6.35. 


quote from Boston 
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Cincinnati Jobbers Report Orders Increasing 
—Prices Are Steady and Collections Better 


Note.—On Perfection and Puritan 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, June 5.—A further acceleration in hardware jobbing 
activities during the past two weeks has given a tone of optimism to 


the market. 


The volume of orders placed with local jobbers has 


shown an increase and reports from the retail trade are of a more 


encouraging nature. 
proved to be a boon to building 


The prolonged period of dry weather has 


operations in this district, but, on 


the other hand, the rather cool average temperature has held down 


sales in other lines. 


The stability of prices is a feature worthy of note. 


While here 


and there an item is trending toward weakness, the market in gen- 
eral is unusually strong in the face of a somewhat unsatisfactory 


condition from the standpoint of actual sales of certain items. 


In 


roofing material there is an impending advance, but this is the only 
case in which a change has been made. 


Spring commodities, considere 


d as a whole, have been in about 


normal demand, while the movement of shelf goods has been fair. 
Retailers are watching inventories carefully, and although they are 
carrying well-rounded stocks, they are hesitant about placing orders 
for items for which there is no ready sale in sight. 

The retail trade in this district has been fairly good, especially 


in the rural sections. 


Collections are reported to be slightly better. 





AUTOMOBILE ACCESS ORIES.— 
Sales have been fair and prospects for 
the next few weeks are considered 
promising. Tires and tubes are in good 
demand, while prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: 

Tires 30x31 29x4.40 
Cheap grade .......... $5.00 $6.30 
Medium grade ........ 6.10 7.55 
Best grade .......+.+. 8.75 9.65 

Tubes: me 
Cheap grade ........- 1.00 1.25 
Medium grade ........ 1.25 ves 
Best grade .......e+e- 1.45 1.85 


Note—30 x 3% unguaranteed cord 
tires, $4.25 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 32 x 4 Liberty, 
$11.15; heavy duty, $13.80; balloon 
tires, 27 x 4.40, $8.70; 29 x 4.40, $9.15; 
30 x 5, $13; 32 x 6, heavy duty, $21.10; 
32 x 6.20, heavy duty, $24.85; tan 
tubes, 30 x 3%, $1.60; 32 x 4, $2.50; 
hy 10; balloon tire tubes, 
gray, 27 x 4.40, $1.80; 29 x 4.40, $1.85; 
30 x 5, $2.25; 32 x 6, $3.10; 32 x 6.20, 
$3.50. 

Spark Plugs.—Splitdorf spark plugs, 
32c. each; 30c. in lots of 100; Ford 
spark plugs, packed one set of four 
to a box, $1.10 per box. 

Chamois Skins.—13 x 16 in., 38c. 
each: 14 x 18 in., 54c. each; 15 x 20 
in., 65e. each. The chamois skins are 
packed one to an envelope and 12 
envelopes in a box. 

Polish.—HLF polish in % pints, 
packed 24 to a case, 50c. per % pint; 
HLF polish in pint bottles, packed 
12 to a case, $1 per pint; HLF polish 
in quarts, packed six to a case, $1.50 
per quart. On the above prices there 
is a discount of 40 per cent on indi- 
vidual packages, 40 and 5 in cases, 


and 40 and 10 in % gross lots. 


BOLTS AND NUTS.—There has been 
no hange in this line. 





We quote from Cincinnati jobbers’ 
stocks: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove bolts, 
20 per cent off list; square, hexagon 
and tap nuts, 60 per cent off list. 


BUILDERS’ HARDWARE.—Residen- 
tial building is going ahead at a very 
good pace in Cincinnati and vicinity, 
and the movement of builders’ hardware 
has been better than at any previous 
time this year. Prices are stable. 


We quote from Cincinnati jobbers’ 
stocks: 

Sash Weights.—Sash weights, $4.75. 

Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


COOK STOVES AND OVENS.—There 
has been a normal demand for these 
commodities and dealers are carrying 
fairly good stocks. 


We quote from Cincinnati jobbers’ 
stocks: 

Gasoline-Pressure Cook Stoves.— 
Coleman No. 322, $76 each; No. 329, 
$35 each; No. 328, $48 each; No. 325, 
$30 each; No. 324, $26 each; No. 330, 
$23 each. 

Pressure-Gas Cook Stoves.—Puritan 
No. 759, $128 each; No. 714, $38 each; 
No. 713, $33 each; No. 703, $26.50 each. 

Oil Cook Stoves. — Perfection No. 
339, $140 each; Perfection No. 279, 
$120 each; Perfection No. 75, $39.50 
each; Perfection No. 74, $28.50 each; 
Perfection No. 73, $22.50 each: Per- 
fection No. 72, $17.50 each; Puritan 
No. 249, $122 each; Puritan No. 44, 
$28.50 each; Puritan No. 43, $22.50 
each; Puritan No. 42, $17.50 each. 

Ovens.—Perfection No. 211, $2.50 
each; Perfection No. 211G, $2.70 each; 
Perfection No. 122G, $6 each. 
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cook stoves there is a dealers’ dis- 
count of 30 per cent and 5 per cent 
for 10 or more assorted sizes and of 


30 per cent for less than 10. On Per- 
fection ovens the same _ discount 
applies. 


CROQUET SETS.—Retailers are sell- 
ing a moderate volume of this line. 

We quote from Cincinnati jobbers’ 
stocks: 

No. 5, four-ball set, $1.40; No. 10, 
six-ball set, $1.70; No. A, eight-ball 
set, $2; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


GALVANIZED SPRINKLERS. — This 
line of goods has been especially active 
in the past two weeks. 


We quote from Cincinnati jobbers’ 
stocks: 


Four qt. sprinkling pots, $5.25 per 


doz.; 6 qt. sprinking pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 per 
_ 12 qt. sprinkling pots, $9.00 per 
Oz. 


GARDEN HOSE.—Sales have been bet- 
ter than usual for this time of the year. 

We quote from Cincinnati jobbers’ 
stocks: 

Rubber Hose.—5 ply, % in., 7c. per 
ft. in 50-ft. lengths; 6 ply, % in., 8'%4c. 
per ft. in 50-ft. lengths; 7 ply, 4 in., 
10%c. per ft. in 50-ft. lengths; double 
braid in % in., 500-ft. coils, 8%c. 
per ft. 


HOES.—Conditions in this commodity 
are unchanged. 

We quote from Cincinnati jobbers’ 
stocks: F 

First grade true-tempered socket 
garden hoes in 6 in. sizes, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz. 

True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—This line of 
goods is moving well. 
We quote from Cincinnati jobbers’ 


stocks: 
Diamond nozzles, $3.60 per doz.; 
Pet nozzles, $4.90 per doz.; Gem 


nozzles, $5.50 per doz, 


HOSE REELS.—Sales have held up 
fairly well in the last two weeks. 
We quote from Cincinnati jobbers’ 
stocks: 


Wooden hose reels, $14.50 per doz.; 
Victor iron hose reels, $2 each; No. 
10 iron hose reels, $3.55 each. Donley 
Alsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—tThis item 
is moving in larger volume and dealers 
are now getting in fairly sizable stocks. 
We quote from Cincinnati jobbers’ 
stocks: 


White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each: 
8 qt., $6.75 each. 

Arctic.—1 qt., $2.00 each; 2 qt., $2.30 


each; 3 qt., $2.78 each; 4 qt., $3.40 
= 6 qt., $4.30 each; 8 qt., $5.55 
each. : 
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others. We shall b 
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upon request. 





The Remington Weekly Letter 





T. K. Lee, 
better known as 
“Tackhole”’ Lee 





PALMA KLEANBORE 
“The Equal of This Cartridge Has Never Been Made” 


The statement quoted above was made by 
Mr. T. K. Lee, of Birmingham, Alabama, 
better known as ““Tackhole’’ Lee, who won 
the N. R. A. Individual Prone Match for 
1928 at 75 yards with 70 consecutive 10s. 
Four men who tied with perfect scores in 
this match all shot Palma. They were T. 
K. Lee, Clarence Held, H. C. Wright, and 
M. C. Delsen, finishing in that order. Mr. 


Lee’s 30 consecutive 10’s in the shoot-off’ 


clinched the match for him. He writes: 


“Improvements in the last year or so in 
ammunition have been so frequent and 
startling they have been a little bewildering 


have had a number of requests 


for reprinte of these Weekly gee 


be distributed to salesmen 
glad to supply 
2 with coptes 


to the shooter, and some of the improve- 
ments hard to believe. As you know I have 
been a little ‘sot’? in my ways in .22 am- 
munition, but the continued performance 
of this new Rem-Palma thing, with its 
Kleanbore advantage, too, leads me to say 
that in my opinion the equal of this car- 
tridge has never been made, and its per- 
fection at present is hard to accept as fact 
unless an expert puts it to the test along- 
side everything.else, as I have done.” 


If you want the cartridges that experts 


will demand, order Palma Kleanbore 


from your jobber. Don’t submit to substi- 


tutions. 


a Par22e, 


President 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


Telephone, Bowling Green 3392 


25 Broadway, New York City 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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qt., $2.95 each; 2 qt., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies on 
the above prices. 


Peerless.—1 


JUVENILE VEHICLES.—Here there 
has been no change. 


We quote from Cincinnati jobbers’ 
stocks: 

Scooters.—No. 109, $2.09 each; No. 
110, $3 each. 

Sidewalk Cycles.— No. 11, $11.50 
each; No. 12, $12.75 each. 

Velocipedes.—_No. 6E, $2.90 each; 


No. 7E, $3.30 each; No. 46, $7.40 each. 
LAWN MOWERS.—Replacement or- 
ders are being received by local job- 
bers. 


We quote from Cincinnati jobbers’ 
stocks: 

Cheap Grade.—12 in., $4.85 each; 
14 in., $5.15 each; 16 in., $5.45 each. 


Ball Bearing.—14 in. medium grade, 


$8.15 each; 14 in., good grade, $9.25 
each; 14 in., best grade, $11 each; 
16 in., medium grade, $8.50 ro 16 
in., good grade, $9.75 each; 16 in., 
best grade, $11.50 each; 18 in., 
medium grade, $8.85 each: 18 in., 
good grade, $10.25 each; 18 in., best 


grade, $12 each. 


LAWN RAKES.—Fill-in 
been moderate in size. 


orders have 


We quote from Cincinnati jobbers’ 
stocks: 
Wire lawn rakes, $6.75 per dozen: 


wooden lawn rakes, $6.50 per dozen. 


NAILS.—This item is firm at the mo- 
ment. 
We quote from Cincinnati 
stocks: 


Common wire nails, $2.94 per 
cement coated nails, $2.95 per 


jobbers’ 


keg; 
keg. 


POULTRY NETTING.—There has been 
no change of consequence in this com- 
modity. 
We quote from Cincinnati jobbers’ 
stocks: 


Poultry netting, 
50 and 10 per cent 
netting, galvanized before, 
10 per cent off. list. 


galvanized after, 
off list; poultry 
50, 10 and 


RAKES.—In this 
been normal. 


line business has 


We quote from Cincinnati jobbers’ 
stocks: 

True -tempered grade 12 - tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10. 56 per doz.; 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5. 85 per doz. 


ROOFING MATERIAL.—Some upward 
revisions of prices are being made at 
present, but the new schedule has not 
yet been published. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.10: medium standard, $1.35: heavy 
standard, $1.60; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12c.; in 5-lb, cans, 94%c. per Ib.; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 ner 
case; in 5-lIb. cans, 12 cans to the 


10-lb. cans, 6 


per Ib. 


in 
Wwe. 


box, 8'%c. per Ib.; 
cans to the box, 7 


SANITARY PRODUCTS. — Business 
has been well sustained in all of these 
commodities. 


We quote from Cincinnati jobbers’ 
stocks: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo 
triple strength, 16 oz. size, ease of 3 
doz. cans, $4 per doz.; half gross lots, 

3.75 per ‘doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
cans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, 
lots, $2.25 per doz.; 
cans, $2.15 per doz.; 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
$1.20 per doz.; Met-L-Shyn., 8 oz. size, 
$3.60 per doz.: Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.: same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz.; and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.00 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 8 dozen cans to a car- 
ton, $4.50 per dozen. 

Hercules boiler liquid, 


less than case 
case of 2 doz. 
gross lots, $2 


quart’ cans, 


$2.25 each. 

Economy plumber, drain pipe, 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-lb. size is 


packed in one and two dozen cartons. 


SCREEN DOORS.—Here is a line which 
has been selling in liberal volume. 


We quote from Cincinnati jobbers’ 
stocks: 

Screen Doors. — No. 241, $18 per 
doz.; No. 281, $19 per doz.: No. 314, 
$25.30 per doz.; No. 355, $34.90 per 
doz.; No. 315, $32.10 per doz.; No. 
315, galvanized, $32.60 per doz. Note 
that all of the above quotations are 
on the size 2 ft. 10 in. x 6 ft. 10 in. 


SCREWS.—There has been no change 
of consequence in screws, which are 
moving at a normal rate. 


We auote 
stocks: 

Flat head bright screws, 60 and 7% 
off list: flat head blue screws, 60 and 
2% off list: flat head brass screws, 
50, 10 and 10 off list; round head 
blue screws, 50, 10 and 10 off list: 
round head brass screws, 50 and 10 
off list: bright wire goods, 85 and 25 
off list. 


from Cincinnati jobbers’ 


SHEARS.—The retail trade in this line 
has been about normal for this time of 


the year. 
We quote from Cincinnati jobbers’ 
stocks: 
Pruning egg gre 1991S, $4.20 
per doz.; No. 25, $2 per doz.; No. 
2092V, $7.25 per doz.; No. 2192, $11.45 


per doz.; No. 4192F, $15.20 per doz.; 
No. 4155F, $31 per doz. 


ag 9 Shears.—8 in., $1.10 per 
pair; 9 in., $1.20 per pair; 10 in., $1.30 
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per pair; lady’s size, No. 100L, 80c. 


per pair. 


is 


SPADING FORKS.—The season 
about at an end for this commodity. 


We quote from Cincinnati jobbers’ 
stocks: 

Light weight spading forks, $10.80 
per doz.; heavy grade steel D forks, 
$15.84 per doz.; heavy grade wooden 
D forks, $18.80 per doz.; Jumbo forks, 
$21.12 per doz. 


SPRAYERS.—Retail dealers have been 
doing a good business in this item. 

We 

stocks: 


Paragon sprayers, 30 — : — list; 
in lots of 5 or more, 35 off 1 


quote from Cincinnati jobbers’ 


VENTILATORS.—Retailers are still 


selling a small volume of this item. 


We quote from Cincinnati jobbers’ 
stocks: 

Continental ventilators, wooden 
type, No. $923, $3.65; No, 937, $4; No. 
949, $5.50; No. 959, $6.05; No. 1537, 
$5.25; No. 1549, $7.10, and No. 836, 
$3.35, all prices per doz. 

Continental ventilators, — type, 





No. 833, $4.60; No. 4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per dozen. 


Diamond “ey: ventilators, all metal 


type, No. $4.40; No. 02, .80; No. 
03, $5.60; ND. 1, $5. 20; No. 2, $5.60; 
No. 3, $6.40; No. 4, $7.60, and No. 5, 


$8.40. All Diamond E prices are per 


dozen. 


WATER COOLERS.—With the ap- 
proach of summer this line has become 
more active. 


We quote from Cincinnati jobbers’ 
stocks: 2 gal. cooler, $1.80 each; 3 
gal. cooler, $2.05 each; 4 gal. cooler, 
$2.40 each; 6 gal. cooler, $2.90 each; 
8 gal. cooler, $3.90 each; 10 gal. cooler, 
$5 each; Twentieth Century cooler 
with bottle, No, 50, in mahogany fin- 
ish, $10.80 each; Twentieth Century 
cooler with bottle and stand, No. 500, 
in mahogany finish, $13.75 each; 
Twentieth Century cooler with bottle 
No. 50, in white finish, $11.25 each: 
Twentieth Century cooler with bottle 
and stand, No. 500, in white finish, 
$14.50 each. 


WATER HEATERS.—There has been 
no substantial change in this product. 


We quote from Cincinnati jobbers’ 
stocks: 

Kerosene-burning Perfection water 
heater No. 431A, $170 each; No. 421A, 
$80 each; No. 412, $40 each; No. 411, 
$33 each; No. 405, $23 each. 


WINDOW SCREENS.—Business has 
been good and dealers have had to re- 
plenish stocks freely to meet the de- 
mands of their trade. 


We quote from Cincinnati jobbers’ 
stocks: 

Window Screens.—No. 1833, $4.10 
per doz.; No. 1833 galvanized, $4.25 
per doz.; No. 2433, $4.85 per doz.; 
No. 2433 galvanized, $5 per doz.; 
No. 3037, $6.55 per doz.; No. 3037 
galvanized, $6.85 per doz. 


WIRE CLOTH.—Sales have been 
fair proportions. 


We quote from Cincinnati jobbers’ 
stocks: 

12-mesh black cloth, $1.80 per 100 
sq. ft.; 12-mesh opal cloth, $2.10 per 
100 sq. ft.; 14-mesh opal cloth, $2.50 
per 100 sq. ft.; 16-mesh opal cloth, 
$2.85 per 100 sq. ft.; 14-mesh bronze 
cloth, $5.50 per 100 sq. ft.; 16-mesh 
bronze cloth, $6.10 per 100 sq. ft. 
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The ceiling type, shown below, is 
a popular number. 








PENH O YO YS 
HHO HSV OVALS 


PHOTO OP ONE EN AL eas 
GHEE HEH OHH OV EVO Ne ys 
0040 








M4 








Two of the many styles are shown 
above. 











Whether for your own use or for resale the R-W line of store 
ladders has many advantages. 

There are styles, designs and finishes to efficiently meet the 
requirement of any store or warehouse. 


i Write for full information. 





New youn» » - AURORA, ILLINOIS,U.S.A, ~. - + chicazo 


Boston Philgdelphia Cleveland Cincinnati Indianapolis St. Louis aa a Des Moines 


Minneapolis Kansas City Los Angeles San Francisco Omaha Detroit 
Montreal - RICHARDS -WILGOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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New York Hardware Market Very Active— 


Prices Firm——Collections Are Better 


NEW YorRK, June 5.—The new month starts with a very active 


wholesale hardware market. 


The last ten days of May, in spite of 


unsettled weather, were very busy in this market. Spring lines gen- 
erally are in demand with lawn mowers and lawn rollers particu- 


larly active. 
lines. 


Prices in this section appear firm in practically all 


Employment reports continue to be very encouraging and build- 
ing progress very satisfactory in the territory served by New York 


jobbers. 


There are no stock shortages reported or expected. Collections 


show slight improvement. 





BATTERIES.—Fair demand continues, 
with prices firm, throughout this sec- 
tion. Local wholesale stocks are satis- 
factory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Dry cells, No. 6, ignition type, 
a No. 7111, same type, 35%c. 


each 
Hercules, No. 6, ignition type, 23c. 


each in lots of 50. 

B batteries, No. 767, $2.62 each; in 
units of 5, $2. 44 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt No. 486, $3.59 each; 
units of 5, $2.33; New Layerbilt, No. 
wl $2.53 each, in units of 5, $2.33 
each. 


BOLTS AND NUTS.—Normal demand 
reported, with prices unchanged. Stocks 
are ample. 


JOBBERS’ QUOTATIONS ne RE- 
TAILERS, F.0.B. NEW YORK 


Carriage bolts, 55 off list. 
bolts, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 14%, 30 off 


list. 
Coach screws, 55 off list. Cast 
Step bolts, 


bolts, 60 per cent off list. 

50 per cent off list. 
BUTTS.—There is no change in price. 
Jobbers quote 3% x 3% steel butts at 
18 cents per pair in case lots and at 19 
cents per pair in less than case lots. 
Prices are fairly firm. Demand shows 
some increase. 


CARPET SWEEPERS.—Very active 
and have been selling in good quantities 
for several weeks. Prices are un- 
changed and stocks are adequate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Carpet sweepers, Standard, $3 each; 
Universal japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each: 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Auto clocks have been par- 
ticularly good this past week. Alarm 
clock sales were normal. Prices are 
the same and stocks are considered sat- 
isfactory. 


JOBBERS’ QUOTATIONS , RE- 
TAILERS, F.0O.B. NEW YOR 

Alarm clocks, Big Ben, $2. = same 
luminous, $3. 16; Baby Ben and Baby 
Ben luminous ‘take same respective 


"Cast 


$1.76; same lumi- 


$1.76; 
1.40; 
2.10; 


prices; Ben Hur, 
nous, $2.46. 

Blue Bird, luminous dial, 
Blue Bird, $1.22; Sleepmeter, 
Sleepmeter, luminous dial, 
American, $1.05. 

Auto clocks, Westclox, plain, $1.76; 
same, luminous, $2.46. 

Prices are each. 


FREEZERS, ICE CREAM.—Demand is 
getting started, with prices steady. 
Stocks appear satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Acme freezers, 2 qt., bright, gal- 
vanized tapered, $8 per dozen; same 
enameled-galvanized, $10 per dozen; 
4 qt. enameled-galvanized, $18 per 
dozen, and pint size, Junior enam- 
eled, $4.80 per dozen. 

Arctic freezers, Fy a 

"ss" ti 6 qt., 


$2.30; 3 qt., $2. 
$5. 55: io op $7. 40; and 


$4.30; 8 qt., 
$8.33. Prices are each and 


. ee 


Auto vacuum freezers, No. 1, $2.33; 
No. 2, $2.67; No. 3, $3.33; and No. 4, 
$4. Prices are each and NET. 

Casco Effortless freezers, $2.67 
each. 

Everybody’s To freezer, 1 pt., 
$3.50; 1 qt., $4.50; » $6; 3 at., $7: 
and 4 qt., $8. ~~ ed yd LIST prices, 
per each, and are subject to a deal- 
ers’ discount of 30 per cent. The 
Everybody’s freezer is gray enameled. 

Paty freezers, cottage special, 2 

» $1.50 each NET. 

T Sriaee Mountain 
$2.43; 2 qt., 
$4.13; 6 qt., $6 ” $6. 75; 10 at., 
$9; 12 qt., $10.78; in ‘at., $12.80; 20 
gt., $16.80. Prices are each and NET. 


NAILS.—Sales continue to show im- 
provement, with prices fairly uniform 
in this market. Wholesale stocks are 
ample. 


JOBBERS’ TA ee ue, RE- 
TAILERS, F.O.B. NEW Y 


ee, i ot., 
, $3.38;, 4 qt., 


Common wire nails, brn 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 10d, $3.75 per keg. 


Common wire nails, galvanized, 4d, 
$6.75 per keg; 6d, $6.50 per keg: 8d, 
$6.35 per keg, and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, 
galvanized, 4d, $7.45 per keg; 
$6.85 per keg; 8d, $6.60 per keg, and 
10d, $6.50 per keg. 


OIL COOK STOVES.—Long Island 
trade particularly good, with Jersey 
shore towns selling good volume. Trade 
expects a good season on this line. 
Prices are uniform in this market. 
Stocks are apparently adequate. 
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JOBBERS’ QUOTATIONS i. RE- 
TAILERS, F.O.B. NEW YOR 

Perfection oil cook stoves, ei 339, 
full white porcelain enamel, 4 stand- 
ard, 1 Giant Superflex burners, built 
in oven with white cabinet, $140; No. 
74, satin-black finish, 4 cobalt porce- 
lain burners, $28.50 for stove only, 
with white cabinet, $41.50; with black 
cabinet, $36.50; same with 3 burners, 
$22.50, $33 and $29; same with 2 burn- 
ers, $17.50 for stove alone and with 
black cabinet, $22.75. 

These are list prices subject to a 
discount of 30 and 5 in lots of 10 or 
more and for lots of less than 10, 30 
per cent off list. 

Nesco oil cook stoves, No. 500, 

No. 400-L, $38.50; No. 400-R, sas 20: 
No. 212-1102, with high shelf; $15.93; 
No. 213-1103, with high shelf, $19.95: 
No. 214- 1104, with —_ 1% — 7 
Nesco ovens, No. $1. o. 
$2.63; No. 20, $3.15; ane No. “Son, $4. 18° 
NESCO prices are NET. 

Coleman camp stoves, No. 2, $8.50, 
and No. 9, $6.25. Coleman Gipsy camp 
stove, $4.70. 

Coleman Air-O-Gas stoves, No. 322, 
$76; No. 323, $17.60; No. 324, $26; No. 
325, $30; No. 326, $16; No. 327, $19; 


no 328, $48; No. 329, $35; No. 330, 
COLEMAN prices are each and 
NET. 


PRESERVING EQUIPMENT.— 
Though a little early for much con- 
sumer interest, jobbers report a fair 
volume of business in this group of 
merchandise. Prices are expected to 
remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Everedy bottle capper, No. 6, 

ec. each. Cork assortments of 500 
corks, sizes 6 to 10, $1.07 per assort- 
ment. Everedy jelly bag and stand 
No. 6, 50c. each; bag only for stand- 
No. 6, 17c. each; Universal Aladdin 
preserving season set No. 14, $1.95 
each. ‘Universal family scale, $4.80 
per assortment of three scales. 


ROLLER SKATES.—Very good prior 
to the holiday. Dealers are featuring 
skates and as school closes in a few 
weeks there should be a very active 
market. Prices are unchanged and 
stocks are satisfactory. 


JOBBERS’ gt ag ar RE- 
TAILERS, F.0O.B. NEW Y 

Roller skates, extension, as heel 
and toe straps, plain steel rolls, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 12c. 
per pair. 


SASH CORD.—Jobbers report that 
manufacturers announce another ad- 
vance of two cents per Ib. on certain 
brands of sash cord. Prices given here 
are representative of average quotation 
in this market. Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Sash cord, eo spot No. 8, 65c.; 
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Aetna No. 8, 28%c.; and Phoenix 
No. 8, 37%6c. e 
No. 7 is ic. higher and No. 6 is 


8c. higher on all brands. 
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Better Performance: 
Greater Dependability 
and Economy 


The engine features listed below are typical of the 
basic superiorities in modern design and construction 
that have made Chevrolet such a sensational success as 
the world’s largest builder of trucks. See these trucks 
at any Chevrolet Dealer’s—and learn for yourself what 
these features mean in terms of performance, depend- 
ability and economy of operation. 


Adjustable Valve Tappets Oil Filter 
Chevrolet valve tappets can be easily ad- The AC oil filter removes dust and grit from 
justed to eliminate loss of power and acceler- the oil, making fewer oil changes necessary 
ation during life of truck. and adding thousands of miles to the engine’s 
Large Bearing Surfaces life. p 
Crankcase Breathing System 


Exceptionally large bearing surfaces provide 


increased dependability, quieter engine op- A breathing system which clears the crank- 


eration, greater power and longer life. case of vapors prior to condensation, mini- 
Sa A ‘ mizes oil dilution, and adds materially to the 
Positive Lubrication System long life of the motor. 
Chevrolet’s positive vane type oil pump in- Thermostatic Control 
reno = —e supply of oil to the bearing A thermostat in the cylinder head controls 
surtaces at all times. the water circulation, assuring the proper 


degree of cooling for any temperature. 


The AC air cleaner is another motor safe- Completely Enclosed Motor 
guard that removes dust from the air taken A complete motor enclosure protects the 
into the carburetor—adding life to the exterior working parts against dust and dirt 
motor and increasing its efficiency. — adding to the motor’s life and efficiency. 


Air Cleaner 





CHEVROLET MOTOR COMPANY, DETROIT, MICHIGAN 


Division of General Motors Corporation 
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SCREENS.—Demand 
throughout this section. A definite im- 
provement has been noted the past ten 
days. Prices are the same. Stocks are 
adequate, 


JOBBERS'’ tap td ge TO RE- 
TAILERS, F.O.B. NE YORK: 
Window screens, ladies E, all 

metal frame, with Opal galvanized 

wire cloth, No. 14 mesh, No. 1, 

No. 2, A No. 3, 4 No. 4, $14; No. 

5, $12; No. 6, $14; ae 16. 
Diamond E with Liberty golden 

bronze wire cloth, No. 16 mesh, No. 

11, $12; No. 12, $14; No. 13, $16: No. 

14, $18; No. 15, $16; No. 16, $18; No. 

17, $20. 
Diamond E 

dozen, 

Liberty Brand, all metal screens, 
galvanized wire cloth, No. 14 mesh, 
No. 21, $6.80; No. 23, $9.20; No, 24, 
$10; No. 26, $10.80; No. 27, $12. 

Liberty Brand with bronze wire 
cloth, No. 16 mesh, No. 31, $10; No. 
33, $12.80; No. 34, $14; No. 36° $14. 80; 
No. 37, $16. 

Liberty Brand screens are net per 
dozen. 


SCREWS.—Demand is moderate, with 
prices the same. Local wholesale stocks 
are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK 
Wood screws, flat head, bright “ery 
50-10-10; round heads, blue, 45- 10-10 
round head, iron, nickel plated, 27 ign 
10-10; flat head, galvanized, 20-10-10; 
flat he sad, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 
Machine screws, flat and round 
=. brass and iron, 70 per cent off 
ist. 
SPRING GOODS.—Very active at the 
present time. Jobbers report very en- 
couraging reorders from the trade. 
Prices have been firm and are not ex- 
pected to change. Lawn mowers and 
lawn rollers appear to be particularly 
active in this market. There are no 
shortages expected at the present time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK 


prices are net per 


is very active 


Garden Hoes 


Ladies’ garden hoes, 6 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 


19 gage, polished and bronze socket 
shank, 4% ft. handle, 93c. each. 
Nursery hoes, forged steel blade, 


polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
814%c. each. 

Onion hoes, square top, polished 


forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 8%c. each. 
Garden hoes are packed 12 in a 


bundle. 
Warren type hoes, 86c. each; 
scuffle type hoes, 81lc. to 92c. each. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 


Mortar hoes are packed 12 in a 
bundle. 

Steel Rakes 

Light weight, black finish. ash 
handle, 12 teeth, 46c. each; with 14 
teeth, 50c. each; with 16 teeth, 51l%c. 
each. 

Medium bronze finish straight 
teeth, 5 . ash handle, 12 teeth, 
77c. each; 14 teeth, polished, 83%4c. 
each; 16 teeth, 87%c. each. 


curved teeth, pol- 
5% ft. ash handle, 
with 14 teeth, 


Steel bow rakes, 
ished bronze head, 
16 teeth, $1.09 each; 
$1.02 each. 

Rakes packed 6 in a bundle. 


Cultivators 


adjustable 3 
malleable iron 
4 ft. ash han- 


Floral cultivators, 
forged steel prongs, 
socket enamel finish, 


dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handles, 851%4c. each. 

Packed 6 in a bundle. 


Potato Hooks 


Solid steel goose neck, black and 


gold finish, 444 ft. handles, 5 round 
tines, $1.03 each. Same, with bent 
head, polished and bronze finish, 4 


angular black tines, 96%4c. each. 
These are packed 12 in a bundle. 











Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.71 each. 
Same, 5-12% in. tines, $1.8914c. each. 

Strapped ferrules, drop:forged oval 


tines, polished and bronzed with 4 
ft. ash handles, 4-12 in. tines, $1.56 
each. Same, with 5-12% in. tines, 


$1.90 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
s, with 4 oval 15 in. heavy tines, 


$2.17 each. All of these manure 
forks are packed 6 in a bundle. 

Hay Forks 
Strapped ferrules, selected ash 


handles, bronzed and polished, 3 oval 
12 in. drop forged tines, with 5 ft. 
bent handles, $1.15% each, and with 


6 ft. bent handles, $1.39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 


spring goods in bundle lots. 


Lawn Rollers 
Dunham's waterweight rollers, 
2, $9 each; No. 4, $10.76 each. 
Hose Reels 


Donley all metal No. 2, 
No. 10, $2.50 each. 


VENTILATORS. — Jobbers announce 
that the Continental Screen Co., De- 
troit, Mich., has issued new prices on 
Continental metal frame and wood 
frame window ventilators. These prices 
are somewhat higher than previous 


No. 


$1.55, and 


| prices. The new prices are given here- 
with. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Continental ventilators, metal 
frame, No. 838, $4.50 per doz.; No. 
837, $4.75 per doz.; No. 845, $5.20 per 
doz.; No. 1137, $5.50 per doz.; No. 
1145, $6.30 per doz.; No. 1437, $7.30 


per doz.; No. 1445, $8.10 per doz. 
Continental ventilators, wood frame, 
No. V836, $3.60 per doz.; No. V923, 
$4.05 per doz.; No. V937, $4.50 per 
doz.; No. V949, $6.10 per doz.; No. 
V959, $6.75 per doz.; No. V1537, $5.85 
per doz.; No. V1549, $7.80 per doz. 





General Canilidiene Are Very Good 
in Territory Served by Twin Cities 


MINNEAPOLIS, MINN., June 5.—Reports from over the territory 


(Minneapolis office of HARDWARE AGE) 


tributary to the Twin Cities show that general conditions are good. 


As an example, April shipments of linseed oil from this city were 
nearly 40 per cent over those of a year aga Check payments through 


representative banks in the Ninth Federal Reserve District for a 
six weeks’ period ending May 16 were 15 per cent greater than a 


year ago. 


General crop conditions are good, although there is need of addi- 
tional moisture at the present time in some of the territory. Mois- 
ture conditions are spotty over the Dakotas and western Minnesota, 


some sections having good rains and other still lacking moisture. 


A 


good general rain would have an immediate effect on retail trade, 


for the better. 


Prices are very steady and show no changes with the exception of 


window glass, on which there has 


been a slight advance. 





AXES.—Demand is fair, with stocks 
well filled. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single bit, base weight axes, $16.50; 





$21.50; 
single bit, un- 
$20; han- 
double bit, 


double bit base weight, 
Plumbs Dreadnaught, 
handled, $15; double bit, 
dled, single bit, $19.25; 
$24.25 dozen, net. 


AUTOMOBILE TIRES AND TUBES. 








Reading matter continued on page 78 


| —Sales are showing a very brisk de- 


mand in this section of the country, as 
the touring season is definitely open. 
Prices are generally firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Mansfield tires, Liberty cord, 30 x 


31%, $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 4.40, 
$915; 30 x 5, $13; 32 x 6, heavy duty, 
$21.10; 32 x 6.20, heavy duty, $24.85, 
each, less 5 per cent. Mansfield 
tubes, tan, 30 x 3, single lots, $1.50; 
case lots (12), $1. 40: 32 x 4, single, 
$2.50; case (12), $2.40; 34 x 416, sin- 
gle, $3.10: case (12), $3; gray tubes, 
balloon type, 27 x 4.40, $1.80; case 
(12), $1.70; 29 x 4.40, single, $1.85; 
ease (12), $1.75; 30 x 5, single, $2.25; 
case (12), $2.15: 32 x 6, single, $3.10; 
case (a3, $3; 32 x 6.20, single, $3.50; 


case (12), $3.40 each, less 10 per cent. 


BOLTS.—Call is steady and fairly 
good. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Carriage and machine bolts, all 
sizes, 60 per cent; stove bolts, 75-10 
per cent; and lag screws, 60 per cent 
from standard lists. 


BRADS.—Demand is good, with stocks 
well filled. Prices are unchanged. 
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HESE drop-forged chain repair links are indispensable 
to every user of chain—and to every hardware merchant 
who wants the best. WILCOX repair links are the strongest 
links made—strong as the welded chain itself. The inter- 
locking lugs enable the link to withstand heavy strains from 


any direction. 


There’s a rugged “drop forged dependability” about every 
WILCOX item, made by a company which has been making 
dependable marine hardware for 81 years. The same in- 
herent strength and dependability so essential in marine hard- 
ware items is found in the WILCOX items for industrial use. 


Your stock of steel turnbuckles, eye hoist hooks, wire rope 
sotkets, clips and thimbles will give complete satisfaction if 
they carry the WC Trade Mark. Write for Free catalog, 
and an important little book called “The Truth About Gal- 


vanizing.” 





A Full Line of Outboard Motor Boat Fittings and Yacht Hardware 


Eye Hoist Hooks 
Husky, well de-« 
signed hooks of 
great strength 
and long wear. 


=< >= 


Stub End Turnbuckles 
Drop forged steel with 
right and left stub ends. 





Wire Rope Clips 

Of drop forged 
open hearth steel. 
Concave base and 
grooves afford 
great holding 
power. 











WILCOX, CRITTENDEN & CO. INc. 


77 SOUTH MAIN STREET > 


Established 1847 





—sSq 


MIDDLETOWN, CONN. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
” - a wire brads, 75 per cent from 
ists. 


BUILDERS’ HARDWARE.—Deliveries 
are improving in this line, with stocks 
ready for the call. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3% x 3% steel butts, old copper 
and dull brass finish, 19¢. pair in less 
than case lots, 18c. pair in case lots; 
4 x 4 steel butts, old copper and dull 
brass finish, 26c. pair, less than case 
lots; 25c. pair in case lots; broad 
bevel steel inside sets, old copper or 
dull brass finish, one piece knots, 
less than case lots, $7 doz. sets; case 
lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1. 85 per set; cylin- 
der brass outside trim, bit- keyed 
front door sets, $1.85 per set; cylin- 
der front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
Plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in. $1.56 
doz. pair; light plain tee hinges, 3 in., 
62c. doz. pair; 4 in., 78c. doz. pair; 
heavy plain tee re 4 in., $1.06 
doz. pair; 5 in., bar 20 doz. pair: 6 in., 
$1.40 doz. pair; in., $1.95 doz. pair; 
extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair; 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair, net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Sales are showing 
very good delivery, and prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 28 ga., 5 in., S.B 
slip joint, in crates, $5.50 per 100 ft.; 
conductor pipe, 28 ga., 3 in., in crates, 
not nested, $5.40 per 100 ft.; 3 in., 
$1.73 doz. net. 

FILES.—Demand is steady, with good 
volume. Prices have not been changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade files at 50 per cent, and 
second grade files, 60 per cent trom 
lists. 

GALVANIZED WARE.— Demand is 
good, with stocks ready for the call. 
Prices show no changes. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 


Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4.70; 18 qt., $5. 50; stand- 
ard galvanized tubs, No. 1, $7; No. 
$7.90; No. 3, $9.20; heavy BBB 
tubs, No. 1, $12.85; No. 2, $14.05; No. 
3, $15.25 doz., net. 


GLASS AND PUTTY.—Sales are still 
very good, with stocks being kept well 
filled. Prices are slightly higher on 
glass, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single and double strength glass, 


Minnesota prices 86 per cent; and 
strictly pure putty in 50 Ib. con- 
tainers, $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Hand 
tools are selling well, with stocks well 
filled. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Maydole, No. 11%, carpenters ham- 
mers, $12.60; Plumb, No. HF81, $12.60; 
Plumb HF145, $6.12; Plumb, No. 2 
broad hatchets, $16.40; No. 2 shing- 
ling, $12.50; No. 2 claw, $13.75 doz. 
net. 


HOSE REELS.—Demand is very good, 
with prices holding firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Donley All Steel hose reels, No. 2 
at $2 each, net. 
ICE CREAM FREEZERS.—Retail sales 
are improving, with stocks filled for the 
heavy demand. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


White Mountain freezers, 2 qt., 
$2.80; 3 qt., $3.38; 4 qt., $4.13; 6 qt 
$5.25; 75 i 2 
freezers, 2 qt., $2.30; 3 qt., $2.78; 4 
qat., $3.40; 6 qt., $4.30; 8 qt., $5.55; 
10 qt., $7.40; Acme, 2 qt., galvanized, 


75c.; 4 qt., enameled, $1.65 each, net. 


LAWN HOSE.—Sales are showing a 
very good volume. Prices are steady 
and firm, 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Competition, % in., 3 ply hose, 
$6.75; Good Luck, % in., 6 ply, $10; 
Bull Dog, % in., 7 ply, $13.50; Leader, 

% in., 5 ply, $8; Manhattan whipcord 
molded, % in., 500-ft. bales, $8.50; 
red, % in., 500-ft. bales, $9 per 100- 
ft. net. 
LAWN MOWERS.—Demand is steady, 
with fair volume. Prices are un- 
changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Philadelphia, styles A and C, 40 
per cent; style E, 45 per cent; style 
K, 30-5 per cent from lists. 

MILK CANS.—Call is showing a good 
volume, with stocks ample for the de- 
mand. Prices are unchanged. 

JOBBERS’ ee ser er ot TO RE- 
TAILERS, F.O.B. TWIN CITIES 

Railroad 8 gal. milk cans, 
and 10 gal., $3.30 each, net. 

NAILS.—Deliveries are steady, with 
good volume. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-lb. kegs at 
$3.20 per keg, base. 

OIL STOVES.—Sales are improving 
with the coming of spring, and pros- 
pects are for an excellent business in 
the rural districts in this line. Prices 
have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500 Nesco oil stoves, $80 
each; No. 213, $22 each; No. 213 with 
No. 1103 shelf, $28.50 each, less 30-5 
per cent. No. 79, Perfection, with 
black cabinet, $78 each; No. 73 only, 
$22.50 each; No. 73 with black cab- 
inet, $29 each; with a discount of 30 
per cent in lots of less than ten, and 
30-5 per cent in lots of ten or more. 


PYREX OVENWARE.—Sales are nor- 
mal for this time of year. There is no 
change in prices. 


JOBBERS’ SLOT ATION TO ‘waa 
TAILERS, F.O.B. TWIN CITIES 


$3.20; 


No. 623 casseroles, $1.17; No. "624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 


200 pie plate s, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 tea pots, $1.67; No. 26 tea pots, 
$2.33, and No, 953 percolator tops, 7c. 
each, net. 
REGISTERS.—With the development 
of building operations there is a nor- 
mal increase in sales in this line. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, 
and wrought steel registers, 40 per 
cent from lists. 

ROPE.—Dealers are stocking up with 
the proper sizes for haying needs. 
Prices are firm as quoted. 


JOBBERS’ avoTAy ee TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope at 23c. per 
lb., base, and best grade sisal rope at 
17e. per lb., base. 


SANDPAPER—Demand is good, with 
stocks being kept well filled. Prices 
are steady and firm. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 85c. 
per box of 75 sheets; second grade, 
No. 1, 77c. per box of 75 sheets; 
garnet No. 1, $16.75 per ream, net. 


SASH CORD.—A good trade is devel- 
oping in sash cord, as the result of 
building operations. Stocks are well 
filled and prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Silver Lake sash cord, No. 8 (base), 


60c.; Red Seal, No. 8, 34c., and Green 
Seal, 32c. lb., net. 


SCREEN DOORS AND WINDOWS.— 
Retail sales are still rather slow, but 
are showing signs of being very good 
for the season. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz., net. 


SCREWS.—Demand is steady, with 
fair volume, Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent; 
flat head brass, 45 per cent, and 
round head brass, 40 per cent from 
new lists. 


SOLDER.—Call for solder is normal 
for this season of the year. Stocks are 
well filled and prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Strictly half and half‘solder at 34c., 
and warranted half and half solder 
at 35c. Ib. in 100-lb. boxes, net. 


STEEL SHEETS.—Demand 
with prices steady. 


JOBBERS’ oe apt ged TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets at $4.90 
cwt., base (24 ga.), and black steel, 
sheets at $3.95 cwt., base (24 ga.). 


TIN.—Sales are 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x _ 28, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 lb. coating, $15.50 box, net. 


WIRE CLOTH.—Demand is increasing 
very nicely. Dealers are ready for the 
heavy spring call. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

12 x 12 mesh black, $1.80, and 12 x 
12 mesh aluminum finish, $2.20 per 
100 sq. ft., base, net. 


WRENCHES.—Wrenches are selling 
well, shops and factories being under a 
fuller schedule than a few weeks ago. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call long 
sleeve nut, 10 -% $1.70; 12 in., $2.06; 
15 in., $2. 15 each, net. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3. 80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Socket, $3.20; 

90, Square Socket Set, $3.70; No. 
1817, Giant “Snap-on” with extra 
heavy duty ratchet, $27.35 list, less 
33%, per cent discount. 
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Increase Your Owl Stove Sales 
and Build Valuable Good Will 


























HARVARD Oil Stoves equipped with 
the patented Kerogas burners pro- 
vide quick, clean cooking heat that lacks 
none of the efficiency and desirability of 
city gas. 
The instant lightinz—ease of operation 
—and fuel economy have gained 
immediate recognition and dealers 
everywhere are enthusiastic about 
the rapid turnover of these splen- 
did models. 
The difference between Kerogas 
Burners and ordinary burners is 
the difference between positive 
control, an instant clear, clean hot 
flame steady under any intensity—and a 
flame that generates slowly, sputters, 


smokes, extinguishes on low adjustment 





with 


The 
HARVARD 


The Oil Stove with the 
mK FROGAS = 


Cooks 
Like City Gas 





or burns with ill smelling fumes due to 
poor carburation. 

The Harvard is the kind of oil stove you 
can demonstrate to excellent advantage 
right in your store and invariably impress 
prospective purchasers. 

Harvard Oil Stoves are made in 
a wide variety of styles and sizes 
to adequately meet every demand. 
Haven't you a great deal to gain 
by investigating the opportunities 
for added profit offered by these 
desirable stoves? 

Write at once for complete infor- 
mation regarding Harvard Oil 
Stoves and our attractive co-operative 
plan—a decisive forward step toward a 
bigger and better Oil Stove Business. 


Geo. Worthington Co. 


CLEVELAND 


Established 1829 


OHIO 
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DISPLAY THE ROYAL! 


Many sales are made when the Royal is displayed. It is 
attractive and well built, finished in Royal Purple, a real 
seller. 





The all around grinder 


Royal No. 4 The 6 B Royal show- 


ing the ease of 
grinding mower 
knife and thus ob- 
taining a keen edge. 


The 6 B Royal with 
mower knife attach- 
ment for farm use. 


Write for further in- 
formation, or cata- 
logue. 





S. CHENEY & SON 


Seneca Street Manlius, New York 











L 


Satisfied Customers 
Bring Profits t to Your Store 








| 











. Send 
Use Radium Blades in a for FREE 
Gillette Type Holder Samples 
Give us 
Your 


Radium Blades Build Sales “= 


To build sales, blades must work clean, smoothly and quickly, and 
last for several shaves. A blade that has not these qualities is out 
of the race. Men will not come back to you for poor blades. Radium 
Blades are giving unqualified satisfaction to every shaver who uses 
them. They are quick and profitable sellers. If you’ve never used 
one or carried them send now for samples. 


OTTO ROTH, Inc.—The Radium Cutlers—Newark, N. J. 
Wiebusch & Hilger, Ltd., 106-110 Lafayette St., New York 


General Distributors for U. S. A. 
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CUTLERY 








MERCHANDISING IDEAS 


NEW ITEMS 








Improved Auto Strop Razor 


A new and improved type of safety razor 
has recently been placed before the trade 
by the Auto Strop Safety Razor Co., Inc., 
656 First Ave., New York City. The new 
razor, known as the Model C Valet Auto 
Strop Razor, represents both a large sum 
and more than 20 years spent in research 
to develop the improvements. 

Through a new locking device and pat- 
ented studs, the blade is held firmly and 
all vibration is eliminated. The blade 
holder supports more than five-eights of 
the blade, and when the holder is closed, 
the blade is securely locked in place. A 
touch of a button quickly releases the 
blade. 

An improved guard permits the full use 
of the shaving edge, enabling the user to 
reach difficult spots. This shaving edge is 
set at a new angle to facilitate quick and 
smooth shaving. The new blade is made 
of a cold rolled steel, tempered to the 





right degree of hardness and has a keen- 
ness which can be quickly renewed by a 
few strokes of the handy self-stropping 
device. The strop has also been improved. 

The set illustrated contains one improved 
razor, one selected strop and ten new 
blades. 


7 





Colored Steak Knives and Forks 


Landers, Frary & Clark, New Britain, 
Conn., are offering to the trade three sets 
of individual steak knives and forks with 
colored “Ivoroy” handles. These sets are 
a development of the trend toward more 
color in the home. The handles are dis- 
tinctive in that they are made of a com- 
position which, it is said, will not crack, 
chip or discolor, and, being forced on to 
the blade under hydraulic pressure, will 
not loosen. 


In the three sets, which are identical* 


| except for the color—either red, blue or 


green—are 12 pieces; either 6 resistain 











mirror finish 


with 
and 6 resistain stainless steel forks with 
mirror finish tines, or 12 knives or 12 


stainless steel knives 


forks. The display box is attractive and, 
when packed with 12 pieces, weighs ap- 
proximately 2 Ib. 


New Burns Cutlery Catalog 


The Burns Mfg. Co., 1208 East Water 
Street, Syracuse, N. Y., has published a 
new catalog Covering its complete line of 
serrated edged cutlery. In it are illus- 
trated descriptions as well as prices, on 
many items including bread knives, slic- 
ing knives, steak knives, grass shears and 
stainless steel knife sets. A copy of this 
catalog will be sent to any interested 
dealer. 


Dougherty Completes 25 Years 
With Columbian Cutlery Co. 


R. C. Dougherty, general manager of 
the Columbian Cutlery Co., Reading, Pa., 
has been receiving congratulations from 
his many friends in the trade on his suc- 
cessful completion of 25 years active ser- 
vice with the Columbian organization. On 
June 3, Mr. Dougherty celebrated the sil- 
ver anniversary of his affiliation with the 
company. 

During these 25 years, Mr. Dougherty 
has traveled extensively throughout the 
hardware jobbing trade from coast to 
coast and has won the respect, admira- 
tion and friendship of cutlery and hard- 
ware men throughout the country. 











The No. 105 Key-Knife 

A handy and serviceable knife has re- 
cently been placed before the trade by the 
Meriden Knife Co., Meriden, Conn. This 
product, known as No. 105 key-knife, has 
a blade, a bottle opener, a corkscrew, and 
a combination key blank. The bottle opener 
is incorporated into the blade, while the 
key blank can be cut to individual require- 
ments. 

The knife is made of white metal with 
either rolled gold plate, gold or sterling 
silver finish. It has a loop at one end 


permitting it to be carried on a watch 





chain. The knife is said to be serviceable 
in all its parts and has an attractive 
appearance. 


. 


The Estwing Hunting Knife 

The Estwing Co., Rockford, Ill, has 
placed on the market a camp or hunting 
knife which has been designed to match 
the Estwing Scout and Util-Axes. 

This knife has been forged from razor 








steel, with a special temper, and has a fine 
durable edge. The blade, which is 5 in. 
long, while thin, is stiff and tough for all 
requirements, and has a high polish. 

The handle is made from a series of 
leather washers pressed on to the steel 
shank. ‘They are shaped to fit the hand, 
are polished and given two coats of lac- 
quer. The blade has also been lacquered 
to guard against finger marks. 

The knife with a leather sheath comes 
complete, packed 6 to a box. 
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Have you thought of the 
difference between a pur- 
chase and a sale? Fred 
B. Hinchman points out 
in this article that the 
hardware store handling 
only purchases made bya 
customer will be far be- 
hind in dollars and cents 
what the total would be 
if sales were made. 











A cutlery window that made sales for the Carlisle Hardware Co., Springfield, Mass. 


NSOFAR as the transaction on the cash register is 
I concerned, there is no difference between a purchase 

and a sale, but in the sum total of a year’s business, 
the hardware concern that handles only purchases made 
by a customer will be far behind, in dollars and cents, 
what the total amount would be if sales were made. 

A transaction, which I prefer to call a purchase rather 
than a sale, is made when a customer enters a store 
with a fixed purpose to purchase any article. The cus- 
tomer asks for the article, pays the price, receives the 
wrapped package and leaves the store. That, in my 
opinion, is not a sale. It is merely a purchase. The 
desire to buy was created by a need before the customer 
entered the store. 

Then what is a sale? Let us presume that the cus- 
tomer needed a paring knife and entered the store of a 
merchant who employs a wide-awake store salesman. 
While the salesman is wrapping the paring knife, he 
may ask, “Have you a GOOD Bread Knife in your 


kitchen?’ Whereupon the customer answers, “Why, 
no, not a very good one.” The salesman then pro- 
ceeds to SELL him a bread knife. Quite simple. 
isn’t it? 


A Lesson from Others 


It would seem, from the experience one usually has 
in a haberdashery, that all of the employees engaged 
in that business must attend the same school of sales- 
manship. One may go into the store with the intention 
of purchasing a couple of collars. Just before the pur- 
chase is completed the salesman will invariably ask about 
the customer’s supply of neckwear, socks, shirts and 
underwear. Frequently the customer is SOLD several 
more items than he had intended to PURCHASE. Just 


why every hardware merchant does not use this method 
of making sales is a mystery. 

The sales of cutlery could be considerably increased 
through this practice of suggestion. Likewise, the 
opportunities for building up a fine cutlery department, 
through rendering a little unusual service, are many. 
Thousands of dollars are lost to the average hardware 
store every year without the slightest effort on the part 
of owners and clerks to lead them into the cash register. 


A Cutlery Store Builds Up Trade 


There is a flourishing cutlery store, occupying very 
small quarters in the downtown district of New York, 
that has built up a fine, large clientele through the 
method of giving valuable service to every customer, 
whenever possible. In the cutlery department of every 
hardware store there are ways in which this can be done. 

A customer may buy a pocket knife. Has he a good 
hone? Show him one and show him how to sharpen the 
knife. If a straight razor is bought, show how to prop- 
erly strop it and, at the same time, show a good strop. 
A strop mounted on a wooden frame can be kept handy 
for demonstration purposes. Ask the customer to illus- 
trate how he strops. It is surprising how few do it 
properly. Instruct them and sell them a strop. 

When selling knives for the kitchen, has the customer 
a method of keeping them sharp? Usually he has not. 
Show him how to use a household steel or a disc 
sharpener, and make an extra sale. 

There are many ways in which useful instruction and 
valuable service can be given to the purchasers of 
cutlery. These will readily suggest themselves to the 
wide-awake store-salesman. An important thing to 

(Continued on page 84) 
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Rip Van Winkle Will Wake Up 


Your Business 





Taking a few liberties with our old boyhood friend, we 
have made a most appealing window display. A beauti- 
ful painting doing justice to the subject and a most faith- 
ful lithographic reproduction in full colors. The most 
attractive display we have ever produced and we believe 
it the most appealing display of the year. 


SEND A POST CARD FOR DISPLAY 72-HA 
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GILLETTE SAFETY RAZOR CO. BOSTON, U.S. A. 











AN INVITATION TO THE GREAT GILLETTE FACTORIES 


While attending the NATIONAL RETAIL HARDWARE CONVENTION in BOS- 
TON during the week of June 25, 1928, you will have an opportunity to visit the Gillette 
Safety Razor Factories. See how 2,500,000 Gillette Blades and 75,000 Gillette Razors are 


made every day. 


A most important convention . . . a most attractive and interesting city .... the Home 


of the Daily Shave. Good reasons why you should be in BOSTON week of June 25. 


GILLETTE SAFETY RAZOR CO. BOSTON, U.S. A. 
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CThe Expense ofaK nife 


IS PURCHASE PRICE + GRINDING COST 


Economy is in Gess °Frequent Grindings 


oo 
re 


When New 
E -) anda Veteran — 


Tus Dexter 12 inch scim- 
iter steak knife, maintained a typical Dexter 
record by giving four years of Daily Service to an 
East Moline butcher, taking in all 100 grindings, 
needing regrinding only once every two weeks. 


Tell a butcher about Dexter, and you can com- 
mand his business. For this very reason, hun- 
dreds of hardware men concentrate on the Dexter 
line. May we help you with 
our catalog and suggestions? 






Harrington Cutlery Company 
Southbridge, Massachusetts, U.S.A 





The Right Knife 
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i BUSINESS 


; must be regulated as well 
; as traffic. We stopped 
you just long enough to 
F say that all Classified Ad- 
j vertisements in Hardware 
7 Age must reach us nine 
E days before the publig- 
tion date to insure inser- 
tion. “GO” to it. 


Hardware Age 


239 West 39th Street 
New York City 
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Purchases and Sales—a Difference 


(Continued from page 82) 


remember, when suggesting items, is that they must be 
of good quality ; better than the customer may have. To 
suggest that the customer buy a good bread knife and 
then to sell him just an ordinary one is very bad policy. 
The reason is obvious. The new knife must give bet- 
ter service than his old one or he will lose confidence 
in the dealer’s suggestions. 

Another great mystery is why a high-class hardware 
store will stock a miscellaneous assortment of knives of 
several makes and doubtful quality. The merchants who 
are making a success of their cutlery departments are 
those who carry only one or two brands of known worth. 
Carrying just one good brand will instill in the mind 
of the customer the thought that the merchant has con- 
fidence in that brand. There can be no doubt in the 
mind of the customer as to what is best to choose and 
when he buys a knife that gives satisfactory service, 
he knows where to buy others of the same kind. 

Build your cutlery department with satisfactory 
cutlery, helpful suggestions and valuable service. This 
combination cannot be beaten as sales producers. 











Remington “Kleanblade” Kitchen Knives 


After many months of testing, the Cutlery Division of Rem- 
ington Arms Co., Inc., 25 Broadway, New York City, has placed 
on the market a set of four knives in the kitchen group which 


will be known as “Kleanblade.” These knives have stainless 
steel blades, which have been specially processed for hardening 
and tempering. 

The knives—a curved slicer, No. 4608; a lunch knife, No. 4607; 
a straight slicer, No. 450814, and a kitchen utility knife, No. 
4705—are perfectly balanced, of good design and weight. The 
handles are made of selected walnut, in one piece, and thereby 
reduce the handle seam and the possibility of dirt collecting in 
same. The rivets are nickel silver and form a perfect joint. 

These “Kleanblade” kitchen knives round out and complete 
the line of Remingtcn butcher knives. All the knives are well 
finished, correctly shaped, and the steel scientifically hardened, 
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tempered and ground. 
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Why the Gem Display Means 


EXTRA 
SALES— 


Gem and Gem, Jr. 
take none of your 
selling time or effort. 
They occupy little 
space, and sell them- 
selves. 


Everybody likes these 
handy nail - clippers, 
because they trim the 
nails quickly and eas 
ily. They keep right 
hands looking as well 
as left. 


Gem, Jr. 
35ce 

















The Only Nationally Advertised 
Nail-Clippers 

Copy appears regularly in The 

Evening Post, Collier’s and Judge. 

Transparent Du Pont “Cellophane” keeps 

them bright, clean and sanitary. 

A sensible price—35 and 59 cents—every customer can buy them. 

Gem, Jr. can be carried on the watch-chain. 

Customers like the idea. And every sale is an extra sale—usually 

it’s on top of other sales on other articles. 





Saturday 


Get these extra sales. Your 
jobber has the Gem display. 


THE H.C. COOK CO., Ansonia, Conn. 
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. SHARP PARING KNIVES STAINLESS 


r 
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| 
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No. 100 Never-Stain Paring Knife Assortment 
Stainless Steel Blades, Three Shapes, Securely Riveted 
Into Beautiful Handles in Red, Green, Blue and Yellow. 

Imprinted “Never-Stain” in Gold 





Packed One Dozen in Attractive Display 
Sold Through the Jobber 


The Ontario Knife Company 
Franklinville, N. Y. 








SOOOOOOOOOOOOOOOCOCO 


The Grinder 
That Got 
a 
“Flying 
Start” 











Sales Doubled 
The First Three Months 


When the New PIKE Handy Andy Tool Grinder was 
put on the market, it sold like sixty right from the 


start. 


Thousands of home-owners and others had long wished 
for just such a grinder. 


| When they heard the low price and saw the LABEL 
that told them it was made by PIKE, they didn’t hesi- 
tate to purchase. 


They knew that PIKE never labeled a product that 
wasn’t right in every way. No wonder sales doubled 


the first three months. 


And now, after that “flying start,” the 


PIKE HANDY ANDY 


with its accurately machine-cut Helical Gears, its rapid 
cool cutting Vitrified Grinding Wheel and its beautiful 
auto body finish of Genuine Lacquer Enamel, is smash- 
ing all sales records. It’s simply unequalled for all- 
around home use and small shop work. 


Made in four handy sizes. Don’t be without it. 


Sold by Leading Jobbers. If your Jobber cannot sup- 
ply you—vwrite to us. 


Pike Manufacturing Co. 


Pike New Hampshire U. S. A. 
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Feature High Grade Cutlery 
Suggests Chas. E. Dorrell 


Recognizing the importance of a good 
cutlery department in every hardware store 
and the desirability, from a profit and 
prestige standpoint of featuring high grade 
cutlery, our good friend, Charles E. Dor- 
rell, sales manager, Harrington Cutlery 
Co., Southbridge, Mass., was good enough 
to offer the following comments: 

“Not many months ago, many hardware 
dealers were concerned because on house- 
hold kitchen cutlery they found the public 
showing a willingness to be satisfied with 
low priced goods, purchased at bargain 
counters, at prices below the level usually 
charged in hardware stores. 

“Along came the vogue for color in 
kitchen equipment, which served to focus 
the attention of housewives on kitchen fit- 
tings. With color, came higher prices on 
a great many things. This, however, did 
not retard sales because housewives readily 
paid more for items of utility made beau- 
tiful with color. Right at the present 
moment, therefore, we have the housewives 
of America buying better material for 
their kitchens and paying more for it. 
There exists now, therefore, a real oppor- 
tunity for hardware stores to feature qual- 
ity products in their cutlery department. 
Where some months ago there may have 
been a great stretch in price between the 
hardware man’s good cutlery, and that 
which the housewife picked up in a bargain 
store, today that gap has been greatly re- 
duced by the housewife herself. 
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“A great many alert hardware men are 
taking advantage of this by featuring the 
very best grades of cutlery. They see in 
the situation a good opportunity for them 
to regain any cutlery patronage they may 
have lost, and to maintain it at price levels 
profitable to the hardware men and per- 
mitting real quality to reach the consumer.” 





A Portable Shaving Mirror 


Super Novelty Co., Inc., 98 Park Place, 
New York City, is manufacturing the 
“Bingo” portable shaving mirror, which 
can be affixed to any smooth surface. A 
vacuum cup keeps it in place. There is 
an adjustable swivel permit- 
ting the mirror to be used at 
any desirable angle. It can 
be taken apart and put to- 
gether again very quickly, 
as there are no_ intricate 





working parts. The mirror is 4% in. in 
diameter. 

The “Bingo” has many advantages, and 
its usefulness will be appreciated by the 
man who travels and often needs just such 


a device. 





CARTES 


Makers of Precision 
HAIR CLIPPERS 


and 


ANIMAL CLIPPERS 
Since 1880 


Worcester, Mass. 


COATES CLIPPER & MFG. CO. 








Many Lands and Animals 
Contribute to Cutlery Handles 


There are many different materials used 
in making handles and a word or two 
about their advantages may often help 
the dealer close a sale. ; 

The Mother-of-Pearl handle is used on 
many small, fine pocket knives. The pearl 
comes from the South Sea Islands and the 
scales from it are used on the handles. 

The patented stag handle or imitation 
stag handle is usually made from the leg 
or shin bone of the domestic steer. The 
bones are boiled, bleached and then sawed 
to size. Then they are “stagged” or 
grooved by machinery, afterwards dyed 
and when properly seasoned are ready to 
use on the knife. Most genuine stag is 
obtained from Hungary, India and China. 

Cocobolo wood comes from a small sec- 
tion of Panama. The wood is very hard 
and oily, taking a splendid polish. At 
the present time there are not more than 
20,000 square miles of cocobolo forests 
throughout the world and the production 
is almost entirely in the hands of the 
Central American Indians. It is hard to 
estimate when the present supply of this 
popular wood will be exhausted. 

Ebony is a dense, hard wood coming 
from Southern India, Madagascar and 
parts of Africa. While the supply of this 
popular wood has greatly diminished, the 
demand continues as large as ever. Buf- 
falo horn does not come from domestic 
animals, but from the water buffalo of 
Siam and_ India. 

















magazine handle. 
It pays to sell the best. 
Please order from 


113 Chambers St. 
Manufactured by THE 2-¥O8-S> Co. 








Please Your Customers 
by selling them the 
Moon Razor Blade Holder 


It holds any type of razor blade at any angle. 
Additional blades may be carried in the 


Sales Representative 


John H. Graham & Co., Inc. 


New York City 





New Haven, Conn. 





Curiosity 


Creates Customers 


GOOD window display is the 

best cutlery salesman you can 

engage. 
the glitter of a well-arranged knife 
assortment; it stops him every time. 
Once his interest is aroused it’s an 
easy step to a profitable sale; profit- 
able not only in the gain from that 
one sale, but in the building up of 
good-will for continued business. 
The merest novice of a window- 
trimmer can qualify with the best 
by taking advantage of the display 
ideas in Hardware Age. 





No man can resist 
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THE“BIG PROFIT” nomsee 


ACME scores again 
with the new “Ivory- 
tone” assortments in 
practical display cab- 
inets. 


CLEAN 

CUTTING 

fF sHtans 
—— 


IVORY TONE HANDLES 
KEEP CLEAN 


A RETAIL 


50c 


WINNER 


UTLERY 
SPECIAL CARBONIZED 
CUTTING BLADES 


10 FOR YOUR Home” 





Sold Only Thru 
Jobbers! 
Sales photos and 


Addressed Inserts 
Furnished 








Cabinet Assortment No. 7340 
We also have other assort- 


ment combinations. 


This practical cabinet grips each shear securely until 

released by the purchaser. Ships perfectly. No. 7340 

assortment contains 1 dozen famous Oval brand “Ivory- 

a es ong (4 ea. pink, white, blue) shears in 6’, 
A sizes. 


THE ACME SHEAR ©°- 


Bridgeport, Conn. 


THE BURNS BREAD KNIFE 
“CUTS LIKE WILDFIRE” 





The serrated edge cuts with each motion of the hand, 
producing a clean cut without tearing the bread or 
making crumbs. It is not in a class with ordinary 
cheap bread knives, but an article of merit that you 
will appreciate. The serrated edge will last for years 
and can be resharpened by rubbing the smooth side of 
the blade on a whetstone. 





THE BURNS GRASS SHEARS 


Patented Serrated Edge 


The small teeth grip the blades of grass and cut clean. 
Made of the best steel, hollow ground and highly polished, never 
require sharpening. 


The Burns Mfg. Co., Syracuse, N. Y. 


“SERRATED EDGE CUTLERY” 
Please Write for Catalogue and Prices 


























STOCK—SELL and RECOMMEND 





~ 


vA 
(MADE SHARP AND STAY SHARR 


They Will Make Your | 
CUTLERY DEPARTMENT PROFITABLE! 


For 78 years R. MURPHY’S Knives have been used and pre- 
ferred by craftsmen in all trades—By Surgeons, Dentists, Manual 
Training Professors, etc.—and by Housewives. And here’s why: 

R. MURPHY blades are set tight—to stay—no play is possible. 
Handles fit the hand. Blades STAY-SHARP—never lose their 
temper. Every R. MURPHY Knife makes good or we will and 
make friends of your customers. 


CF Paper Hangers Kaile 


“il Cloth Knife 






= ' Cd ——— er aia 
Ge” _* Waa (— Roofing knife 





Shirt Cuttors and Pattern Makers Handles and Blades 
This cut suggests a few—our catalog lists all Knives to make 
your Knife business most profitable. Send for it! 
Robert Murphy’s Sons Co. 


Ayer, Massachusetts 














CHRADE)AFETY 
Push Button knife 


No Breaki 
geet 


<—__ Safety 
ated 


Push the button and the blade opens auto- 

matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARIS 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden N. Y.—Middletown, N. Y. 
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Waste Elimination Benefits Home Managers 


By Ray M. Hudson 


Assistant Director, Commercial Standards Group, 
Bureau of Standards, U. S. Department of Commerce 


N the Department of Commerce of the Federel Gov- 
ernmeht there is a Division of Simplified Practice, 
which is concerned with the elimination of avoidable 

waste in industry. In a restricted sense, the word 
“waste” means something perishable or something that 
cannot be utilized. There are, however, other wastes in 
industry, among them those caused by too great diversity 
in manufacture. Because of this overdiversity, a part of 
every dollar we spend these days pays for waste. 

The desire of certain manufacturers to produce some- 
thing different from their competitors often results in 
flooding the market with a surprising variety of articles 
which show only slight and immaterial differences in 
size and form. This practice has clogged avenues of 
distribution, congested the shelves of retailers and the 
warehouses of wholesalers. This condition has gone 
on until the disposal of such goods has been possible 
only at a loss. “Bargain sales,” “special manufacturers’ 
sales,” “bankruptcy sales,” and the like have been the 
answer. 

Most amateur carpenters sooner or later invest in a 
grinding wheel to keep their tools in good condition. 
Suppose that in 1925 some local hardware dealer had 
decided to carry a full line and therefore stocked his 
store with one of each size, grade and type of wheel. 
How many would the prospective purchaser find from 
which to make his selection? One hundred would prob- 
ably be enough to satisfy the most exacting. Yet, our 
local hardware dealers in 1925 would have shown us 
more than 715,000 different grinding wheels! Similarly, 
before simplification, he would have had to carry 1350 
styles of commercial files and rasps, nearly 7000 items of 
builders’ hardware, over 5000 varieties of shovels and 
spades, etc. Of course, no one retailer ever stocked 
such a variety. He merely tried to select those styles 
and sizes which he felt would best satisfy the local tastes. 

Each hunter is firmly convinced that one particular 
shotgun load is best adapted to his needs. Few of them, 
however, would contend that they could not find what 
they needed among the 1758 loads left after the industry 
had eliminated more than half of the varieties it was 
producing in 1924. 

The Federal Government, through the Division of 
Simplified Practice of the Department of Commerce, is 
cooperating with the producers, distributors and con- 
sumers in doing away with “too much variety.” The 
Division’s experience with many commodities has indi- 
cated that 80 per cent of the business is done with 20 
per cent of the variety offered. The producer, distrib- 
utor and consumer held a joint conference under the 
auspices of the Division to decide what and how many 
items can be eliminated because of being “seldom-called- 
for.” This weeding out movement is called “Simplified 
Practice” and must be accepted by 80 per cent, by 
volume of sales, of producers, distributors and con- 
sumers, before it is effective. 

Housewives will recall that housefurnishing stores 
and departments have long carried “open stock” in 
chinaware and that these are the cheapest. You know 
that broken dishes in the “open patterns” can be replaced 
because they are constantly carried in stock. The “dis- 
continued lines” are often found in the “bargain base- 


ments.” Try to replace parts of such sets and see what 
it costs. The same is true with silver flatware. 

Let us consider what the results of simplified practice 
have been on articles used in furnishing a house. Begin 
with the humble milk bottle. Before simplification was 
undertaken in this commodity there were forty-nine 
types of milk bottles in use. These included sizes, 
shapes and other features,-but did not affect the total 
capacity of the bottle. A survey of actual demand in- 
dicated that three sizes would adequately meet all needs. 
This survey also disclosed that there were twenty-nine 
different sizes of milk bottle caps. Were these needed ? 
No! So the conference developing the simplified prac- 
tice recommendation went on record in favor of nine 
sizes of milk bottles and one size for the cap. These 
are now in general use, and the“odd” or “special” sizes 
are fast disappearing. 

Some statistically minded writer once pointed out that 
people spend a third of their lives in bed. If that esti- 
mate is even approximately correct, it is clear that the 
various parts of so important a piece of furniture should 
be readily replaceable. No doubt there are housewives 
who have met with difficulty in replacing springs and 
mattresses because of diversity in size. When the 
makers of beds, springs and mattresses, and the dis- 
tributors and users got together to consider simplified 
practice, a survey revealed the interesting fact that there 
were seventy-eight possible combinations of sizes in these 
commodities. Now there are four possible size combi- 
nations for beds, springs and mattresses. 

Let us assume that you are planning to build a house. 
The advantages you will derive from simplified practice 
will be many, whether or not you realize it. For example, 
previous to the adoption of a simplified practice recom- 
mendation, lumber was cut in a great variety of thick- 
nesses. Approximately 90 per cent of the soft wood 
lumber marketed last year was in accordance with the 
standards shown in Simplified Practice Recommendation 
No. 16. Similarly the face and common brick indus- 
tries have simplified the varieties in their products from 
39 and 44, respectively, to one standard size. 

Whatever type of construction is selected, the home- 
builder will find that simplified practice recommenda- 
tions have been adopted covering a number of important 
items. All of these represent efforts to do away with 
wastes, and to make the dollars spent in home-building 
buy the greatest possible value. Altogether eighty sim- 
plified practice recommendations have been adopted by 
various industries under auspices of the Division of 
Simplified Practice. 

From the standpoint of the home-maker, simplification 
is a step in the direction of thrift, and prudent expendi- 
ture of the family funds is made easier. Support of 
simplified practice and a further influence as a consumer 
for an extension of the simplification program is a mat- 
ter worthy of the home-maker’s best efforts. 

As we help through our daily purchases to encourage 
the elimination of unnecessary variety in the goods that 
satisfy our wants, we hasten the elimination of waste in 
industry. And as these wastes decrease the purchasing 
power of our dollars increases, and our cost of living 
will consequently be lowered. 
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Mechanics are reading 


these Advertisements 
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one above. 


This series is appearing in the leading magazines of the building trades in addition to the 
It is directing customers to you provided you, on your part, are making your 
store a real tool headquarters by stocking the W. ROSE Line. 


WM. ROSE & BROS. 


George K. Goodwin, Owner 
SHARON HILL, DELAWARE COUNTY, PA. 


Selling Agents 


WIEBUSCH & HILGER, Ltd., 110 Lafayette St., New York 
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Het of the 


Little yarns that others have laughed 
over culled from various sources. Asa |. 
contemporary puts it: “Some of them \ YQ 
have been copied, the rest will be.” 
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“I wonder if you could tell me where 
I could get a drink?” 

“Sir, I am only a conductor. You are 
the fourth man to mistake me for a police- 
man this afternoon.” 


Bible Class Teacher—‘‘Now, which of 
you children can tell me who it was that 
fed 5000 people on seven loaves of bread 
and—” 

Tommy (shouting from the rear of the 
room)—“I bet it was the feller that makes 
the sandwiches down at the drug store.” 


Young Mother—“Henry! I believe baby 
has swallowed the little bell off his toy 
lamb !” 

Young Pop—‘“H’m-m! 


” 


see. 


Shake him and 


A grocer purchased one dozen chickens 
from a Scotch farmer for delivery the 
next day at eight o’clock in the morning. 
The Scotchman did not deliver them until 
five o'clock in the afternoon of the fol- 
lowing day. When the grocer asked him 
why he did not bring the chickens at eight 
o’clock in the morning as agreed, the 
Scotchman replied that it was impossible 
for him to do, so, as one of the hens had 
not finished laying until three o’clock that 
afternoon. 


Ole—“Tillie, will ye marry me?” 

Tillie—“Yes, Ole.” 

A long, deadening silence falls. 
it is broken. 

Tillie—“Vy don’t you say something, 
Ole?” 

Ole—‘“I think I say too much already?” 


Finally 








“See here,” the Indian inspector de- 
clared, “it is a violation of the law now 
to have more than one wife, and the law 
must be obeyed. When you get back home 
you tell all of your wives, except one, that 
they can no longer look upon you as their 
husband.” 

“You tell ’em,” suggested the Indian 
after a moment’s reflection. 


HONOR AMONG HUSBANDS 

{It was their first separation and he 
promised faithfully, when he started in 
the morning on a twenty-mile automobile 
trip to another town, that he would return 
in time for dinner at seven o'clock. 

But seven o’clock found him still absent, 
and the clock kept steadily on until the 
hour of ten was registered and still no 
husband. 

At last the now frantic bride sent tele- 
grams to five of his friends living in 
towns that he might pass through, asking: 
“Is John spending the night with you?” 

The husband reached home at midnight 
with a broken automobile trailing behind 
the wagon that had brought him home. 

A few minutes later one after another 
the answers to the five telegrams arrived. 
Each one said: “Yes, John is spending the 
night with me.” 

The age of loyalty has not passed by. 


“Yassum,” said Callie, the negro cook, 
“IT been engaged for goin’ on ten days.” 

“Who is the bridegroom?” 

“Wellum, he’s a mighty nice man.” 

“Have you known him Igng?” 

“Yes, indeedy. Don’t you remember, 
Miz Aronoff, dat about two weeks ago you 
lemme off one day right after dinner time 
so’s I could get to the fun’el of a lady 
friend of mine?” 

“Yes, I do.” 

“Wellum, de one I’m fixed to marry is 
de departed’s husband.” 


A young woman of fair complexion re- 
marked to her escort that all her ancestors 
were blonds. 

“Ah,” he returned wittily, “you come of 
preferred stock.” 


Biggs—“You should worry about th’ 
price of gas. You haven’t a car.” 
Boggs—“I got a cigarette lighter!” 





Stranger—“Do you have to see a doctor 
before you get liquor in this town?” 





Native—“No, afterward.” 








The old-fashioned girl certainly knew 
how to get a dinner. The modern girl 
does too, but she uses a different method. 





“Going to hear the lecture on appendi- 
citis tonight ?” 
“No, I’m tired of these organ recitals.” 





“Strike while the iron is hot,” said 
Bridget, as she left, with the laundry only 
half done. 


Jones—“Where have you been, Brown?” 


Brown—“To the cemetery.” 
Jones—“Anyone dead!” 
Brown—“Every one of them.” 





His wife (in the crowd)—“James, I 
feel faint. I—I can’t take a long breath.” 
The Brute—“Take two short ones.” 





Famous Surgeon—“I have been treating 
men for ten years and have never heard a 
complaint. What does that mean?” 

Voice from rear—‘Dead men tell 
tales.” 


no 





Two women met while down at the 
corner shopping. Said one: 

“T made an awful mistake this morning. 
I gave my husband a dish of Lux by mis- 
take for cornflakes !” 


The other was properly horrified. “Was 
he mad!” she asked. 
“Was he mad?” repeated the first. “I'll 


say he was mad. He foamed at the mouth.” 





To a Jewish ex-service man an acquaint- 
ance remarked—“So you were in the army, 
Ikey ?” 

“Oh, I vas in the army,” was the proud 
response. 

“Did you get a commission ?” 

“No; only my vages!” 





Asker—“So you’re working on an in- 
vention that will make you rich?” 

Teller—“Yes. It’s a phonograph record 
that will explode after it’s played the sixth 
time straight.” - 


— a: 
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OLS, 
Ser 
U.S.A. 


«TRADE MARK) 


A File for 
Every 
Purpose 


fa the three yardsticks employed by the tool 


user in determining file value the dealer must 
add a fourth—turnover. 


Apply this fourth yardstick to Nicholson Files. 
Measure the consistency of their sales against the 
turnover of any brand that you know. 


An important reason for the rapid turnover of 
Nicholson Files is the national advertising which 
is appearing in newspapers, magazines, farm 
papers, and the trade and technical press. 


In current issues of these publications, Nicholson 
advertising is urging the file user to apply the first 
three yardsticks to Nicholson Files. 


NICHOLSON FILE COMPANY 
Providence, R. I., U. S. A. 
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The Repair Man 


who tries out a 
MORSE 
728 Adjustable Reamer 


will come back 
for a Set 










These 
Reamers have 
a wide range of 
expansion (from 
1/16” in the smallest to 


5/16” in the largest). 


With a set of 13 Reamers a hole 
of any desired size from 15/32” 
to 2 3/32” can be reamed. 


Set A to H 








Here Shown 
consists of 11 


reamers rang- 

ing from 
15/32” to 
1 1/16” 


These tools are especially 
adapted for Quick Service— 
Every Garage and Repair Man 


should have a set. 


MOR 
aWist DRILL 8. MACHINECO. 


W BEDFORD ,MASS.U.S 











Stone Mountain 
(Continued from page 43) 


All of this under the white sunshine, the poor 


priest. 
sacrifices 


deluded people believing that such human 
would propitiate their cruel gods. 

Then came yellow fever, a pestilence or a war of ex- 
termination and all of this civilization of the Mayas was 
wiped out and only their monuments remain. 

Only one form of religion has left us no monuments 
—nothing but mosques. It is against the tenets of the 
religion of the Mohammedans to reproduce the human 
form. Mohammed was afraid that they would become 
idolaters. That seems to have been the weakness of 
all the ancient religions. They depicted a human being 
in brass or stone, and then the poor boobs worshipped 
this image. This was the best they knew. As someone 
has said, “Man made God in his own image and then 
worshipped the image.” Poor humanity! They must 
worship something. Even our Russian friends have 
now made a god of Lenin, and so his body, exposed in 
a glass case, lies in Moscow in a temple and he is wor- 
shipped by the people. In centuries to come, Lenin, 


perhaps, will become a tradition like Confucius, like 
3uddha, like other prophets. 
This reminds me of the monuments of Buddha. There 


are great bronze monuments to this philosopher and 
teacher. He is the god of repose and of meditation. 
He never hurries. In his monuments he sits, stripped 
to his waist, his hands folded, with his eyes half closed, 
gazing downward. 

In my little apartment I have a small bronze figure of 
Buddha. The other night a friend of mine picked it up, 
gazed at it steadfastly and then remarked: “So Buddha 
stands for wisdom, but somehow,” he added reflectively, 
“TI cannot see any wisdom in sitting forever, gazing at 
one’s navel.” 

Then my mind, after traveling all over the world, 
thinking of monuments and of temples, came back’ to 
Stone Mountain. A thousand years from now you will 
be forgotten; I will be forgotten. All of our hopes, 
ambitions, affections and loves will be as if they had 
never existed. They will all be forgotten. But here on 
Stone Mountain, these horsemen, cut in this granite, 
will stand out generation after generation reviewing the 
passing army below. This monument was not conceived 
in the mind of a king or a ruler to perpetuate his own 
name and his own fame. A woman saw this mountain. 
The monument was her idea. She went to work, and 
finally the idea took form and through the devotion of 
many men and many women it has become an. actual 
thing. 

This monument is not being done by slaves. It is not 
being done under the lash of whips. The money has 
been raised and has been given by men, women and 
children, not only of the South but from all over the 
United States, in loving memory of these men who 
fought for a lost cause. 

When the monument is finished, carved out of the 
bottom of the cliff, there will be a small shrine. In this 
shrine, cut out of the granite, will be the figure of a 
woman. This woman will represent MEMORY—the ever- 
lasting memory of a lost cause for its heroes. 

How different this monument from all other monu- 
ments! How different is its inspiration! How dif- 
ferent in its spiritual values! And, last of all, how 
different in its execution! 

Who is this sculptor now doing this work? 
not know. Possibly today you do not know. 


I did 
You 
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should know. Who are the people who have dedicated 
themselves to carrying through this project? All of us 
should know. No doubt a thousand years from now this 
monument will stand out as the one greatest achievement 
of this generation in which we live. But those of us 
now living do not know what is being done, how it is 
being done, or who it is doing it. 

I am not going to tell you in this article, 
going to ask you to send $1 to the Confederate Monu- 
mental Association of Atlanta, Ga., and ask them to send 
you the profusely illustrated and very artistic book, 
which will give you all the details outlining this most 
remarkable work of the Twentieth Century. 


Price Cutting and Profitless 
Prosperity 


(Continued from page 56) 


will engross the entire retail trade of this country, and 


independent retailers will no longer be in existence. 

Upon this feature of the subject it is interesting to 
note that as long ago as 1896, President Cleveland in 
his annual message to Congress, speaking of the ten- 
dency which was even then developing towards the 
crushing out of individual competition by the concentra- 
tion of various branches of industry into huge aggrega- 
tions of capital, said: 

“Their tendency is to crush out individual intelligence 
and to hinder or prevent the full use of human faculties 
and the full development of human character. Through 
them the farmer, the artisan and the small trader is in 
danger of dislodgment from the proud position of being 
his own master, watchful of all that touches his country’s 
prosperity, in which he has an individual lot, and interested 
in all that affects the advantages of business of which he 
is a factor, to be relegated to the level of a mere ap- 
purtenance to a great machine, with little free will, with 
no duty but that of passive obedience, and with little hope 
or opportunity of rising in the scale of responsible and 
helpful citizenship * * *. Whatever may be their economic 
advantages, their general effect upon personal character, 
prospects and usefulness cannot be otherwise than injuri- 
ous. 


This pregnant statement uttered by a truly great states- 
man, is quoted here, not for the purpose of entering into 
an economic discussion as to the desirability of chain 
store systems, for that is an entirely different subject, 
but it is quoted solely for the purpose of supporting the 
proposition that price-cutting is an evil of such magni- 
tude as to be capable of the deeper evils which Presi- 
dent Cleveland indicated. 

We thus find that the Sherman Law prevents the 
making of contracts which require the maintenance of 
suggested resale prices, and if that was all that can 
be said on the subject, then the plight of manufacturers 
and their properly disposed cystomers would be hopeless. 

Fortunately, however, in later decisions of the Su- 
preme Court a certain wide measure of relief has been 
afforded. In one of these decisions the Supreme Court 
said : 

“In the absence of any purpose to create or maintain a 
monopoly, the Sherman Act does not restrict the long rec- 
ognized right of a trader or manufacturer engaged in an 
entirely private business freely to exercise his own inde- 
pendent discretion as to parties with whom he will deal. 
And, of course, he may announce in advance the circum- 
stances under which he will refuse to sell.” 


In a later decision the Supreme Court made the point 
still clearer. It said: 


but I am | 
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A Mid-summer 
Profit-Maker 


Dealers who want to add a tidy sum to their 
season’s PENNSYLVANIA profits should place 
their orders now for the efficient, labor-saving 
PENNSYLVANIA 


pensable accessory for the well-kept lawn. 


Lawn Cleaner, an indis- 


By means of rapidly revolving rakes, this machine 
acts like a vacuum cleaner on the lawn, removing 
cut grass, leaves and other foreign matter, and 
thus permitting sunlight and dew to reach the 
grass roots. It is also made with brushes for 
lawn-sweeping and for golf greens and it is fre- 


quently used as a sidewalk cleaner. 


The PENNSYLVANIA Lawn Cleaner is not 
only a srotieehile item for the dealer but an ex- 
cellent investment for the user, because, with it, 
one boy can do as much wel as three or four 


men with rakes. . 


Place vour order with your jobber now and get 


your share of this added profit. 


Pennsylvania Lawn Mower Works 
1615-35 North 23rd Street, Philadelphia, Pa. 


itn 
LAWN MOWERS 
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The most 
DIFFICULT 


thing we have to do! 
€ 


Is not making scales—for we have been 
doing that for 100 years. 


Is not getting recognition—for the name 
“Fairbanks” has become almost a syn- 
onym for accurate weighing. 


Is not making a better product—for the 
scale shown below is all-metal—no wood 
in it from top to bottom. 


Is not making them at a low enough 
price—because our scales sell for less 
than other scales made partly of wood. 


Our most difficult job—is 
getting you dealers to just 
investigate the sales and 
profit possibilities of this 
fast selling scale. 


But in Case— 


you are one of those deal- 
ers that are really looking 
for a rare combination of 
low price and high qual- 
ity, we want you to write 
us for full information. 


pacity. 


capacity. 


Fairbanks, Morse & Co., Chicago 


And 40 principal cities—a service station at each house 


Fairbanks 
Scales 


Preferred the World Over 











$1615 


Cash f.o.b. factory 
for 500-ibs. ca- 


$18.90 for 1000-Ibs. 








| 
| 
| 
| 
| 

















“By these decisions ‘it is settled that in prosecutions 
under the Sherman Act a trader is not guilty of violating 
its terms who simply refuses to sell to others, and he may 
withhold his goods from those who will not sell. them at 
the prices which he fixes for their re-sale.” 


These decisions taken in conjunction with the two 
former decisions already mentioned, show that the 
situation now existing to be as follows: It is unlawful 
to make agreements requiring the maintenance of re- 
sale prices, but a manufacturer or a distributor may sell 
his goods with suggested prices of resale and publicly 
announce to his customers and to the trade generally 
that if a customer does not observe and maintain such 
resale prices, the manufacturer or the distributor, as 
the case may be, will not sell to such customer any more 
of the former’s goods. 

While the declaration of such a policy seems to be a 
relatively simple matter, many decisions rendered in 
proceedings brought by the Federal Trade Commission 
and also many decisions rendered by the Federal Courts 
in Sherman Law prosecutions, abundantly show that the 
execution of such a policy is by no means easy but is 
accompanied with the possibility of great risk. These 
decisions show that a manufacturer declaring such a 
policy must do so solely upon his own initiative, and 
not as a result of any cooperation or understanding 
with his competitors or with his customers. They also 
show that in carrying out such policy the manufacturer 
cannot accept any promises or assurances from his cus- 
tomers that they will observe the suggested prices, nor 
can he accept any cooperation from them in carrying 
out such policy, such as requesting from them reports 
as to price-cutting competitors or other like matters. 

It is in these particulars that great caution is neces- 
sary upon the part of the manufacturer declaring such 
a policy and likewise upon the part of his customers 
who approve the policy and are desirous of seeing it 
upheld. 

Example of the dangers of this nature which have 
been encountered by manufacturers are to be found in 
the proceedings brought by the Federal Trade Commis- 
sion against Harriet Hubbard Ayer, Inc., and in the 
proceedings brought by the Commission quite recently 
against the Waterbury Clock Co. and the Ingersoll 
Watch Co. In the former case the Commission charged 
that the Ayer Co. had violated the law, for while admit- 
ting that it was lawful to suggest resale prices and to 
refuse to deal with a customer who failed to observe the 
same, the Commission claimed that the Ayer Co. had 
violated the law in the following respects: first, by 
making agreements with customers whereby the latter 
promised to observe the suggested prices; second, by 
asking customers to report competitors who did not 
observe such prices; and third, by requiring from cus- 
tomers previously cut off, promises that they would 
maintain the suggested prices as a condition of reinstate- 
ment. 

The Commission issued its customary order “to cease 
and desist” against the Ayer Co., but upon the latter’s 
appeal to the Circuit Court, that court by a divided vote 
of two to one of the three judges who constituted the 
court, reversed the Commission’s order upon the ground 
that the particular matters above mentioned had occurred 
only in a few isolated instances and were not a part of 
the established policy of the company—a narrow 
escape. 

In the latter case, the Federal Trade Commission 
claimed that the Waterbury Co. and the Ingersoll Co. 
had violated the law in connection with their resale 
price maintenance policy by announcing that any dealer 
(Continued on page 96) 
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No. 411 SWINGING GARAGE DOOR FIXTURES 














It Pays to Sell 
Good Garage Door Fixtures 


Many a valued customer has been lost forever 
because the garage door fixtures sold him 
didn’t prove satisfactory. 


Regardless of how cheap he bought, the price 
is forgotten when, in a few months, the doors 
sag and the hinges rust or become unsightly. 


There are some 20 different Frantz Garage 
Door Fixture Sets but only one quality—the 
highest. The No. 411 pictured above retails 
at a surprisingly low price and yet it carries 
the full Frantz guarantee and should not be 
compared with ordinary sets. 


This set is provided with No. 630 Chain Pull. 
When used with a Chain Bolt, the pressing 
down of the thumb piece releases the Bolt at 
the same time the door is opened. When at-- 
tached to the chain of a Door Holder, it re- 
leases the trigger and ayitomatically the door 
is closed. Set also has a “positive” Door 
Latch which insures perfect latching no matter 
how hard door is slammed. The sturdy hinges 
have button tip pins. 

All Frantz Sets are packed in strong, fibre 
cartons for convenient handling and carry the 
Frantz Red Label—the guarantee of satis- 
faction. 


Write for Catalog showing our complete 
line of Garage Door Pixtures, prices, etc. 


FRANTZ MFG. COMPANY 
Dept. H 11, Sterling, Til., U. S. A. 


No Hardware is Genuine FRANTZ QUALITY 
Without the Red Label 


RANT 


RED LABEL 


GUARANTEED 
BUILDERS 
HARDWARE 
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‘Es 
Mop 
STICKS 











A Necessity 
in 
Every Home 
A 
Stock Item 
for 
Every Dealer 


Heavily 
Coppered 


Steel Parts 
“—“—_—" 


Hardwood 


Handle 


_—— 


Light 
P- = 
Sturdy 


Household 


& 
Janitor Look for This 
Sizes Lable on Every 


Stick 


« GEM tm 


MSs. : 
ARCADE 


ARCADE MFG CO 


MADE IM USA 





Write us for a Catalog 
Ask your Jobber for Prices 


ARCADE 


HARDWARE 
and TEeoYS 


ARCADE MANUFACTURING CO. 


FREEPORT, ILLINOIS 
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For Every C onceivable 
Purpose... 


There’s a “Commercial” for every conceivable pur- 
pose. “Commercial” Annular Ball Bearings have 
the three-point contact. A larger number of balls. 
Speeds up to 2500 R. P. M. Moderate cost. Long 
service. Let us tell you more about them. 


~~ 


Send for Illustrated Catalog, 
Discount Sheets and Samples. 


The Schatz Manufacturing Company 
Poughkeepsie New York 


pmmercia| 


UIAR BALL BEARINGs 


__— ANNULAR | 

















Convenience and Safety 
demand this method 
of protecting 
papers, jewelry, 













Big Profits Display, 
At Your Stock and 
Finger Tips Aggressively 
When Sell The 
Wehrle 
Watchman 









An _ individual 
safe, easily installed, 
conveniently concealed, 
sturdily built, readily sold be- 
cause it meets a_ universal 
need for fire and theft pro- 

tection. 










Add the Wehrle Watchman 
to your sales force for a 
money making combination. 


COUPON H. A. 


THE WEHRLE COMPANY 
NEWARK, OHIO 
tea anamen LS EET COT eae ho 


Send for Complete Information on the Wehrle Watchman 2 














Price Cutting and Profitless 
~ Prosperity 


(Continued from page 94) 


selling an Ingersoll watch at a price less than that estab- 
lished and advertised by these companies, became liable 
in damages to them; and that such dealer by the accep- 
tance of the merchandise admitted such liability, and to 
this was added an announcement or threat that suit 
would be brought against such dealer for damages on 
account of such deviation from the advertised price. 

In this case the Commission’s order has not yet been 
reviewed by the Circuit Court. 

Other similar cases could be cited in which joint 
efforts on the part of trade associations of wholesalers 
to induce or persuade manufacturers to establish a re- 
sale price maintenance policy, have resulted in prosecu- 
tions by the Government under the Sherman Law, which 
culminated in decrees of injunction against such trade 
associations. 

These cases are thus mentioned for the purpose of 
emphasizing the fact that the law sternly forbids any 
kind of cooperation either among wholesalers to bring 
about such a policy or on the part of a manufacturer 
in carrying out such a policy. 

Inasmuch as the law which governs the subject is 
quite technical, it is apparent that no manufacturer 
should undertake such a policy without expert, legal 
guidance, no more than he would undertake to exercise 
any other technical legal procedure without similar 
guidance. 

To an ever-increasing extent, leading corporations 
have within the past year or two successfully contended 
against the price-cutting evil, by availing themselves 
of the privileges given by the later decisions of the 
Supreme Court. A resale price maintenance policy, 
based upon these later decisions, when intelligently 
formulated and then carried out under proper guidance, 
has been able in many instances, to cure entirely the 
price-cutting evil existing in the particular industry 
affected. If careful heed be given to the danger points 
which have been mentioned, there is no reason why a 
manufacturer of enterprise and energy, should not 
vigorously contend against and overcome, the menacing 
evil of price-cutting, which Mr. Justice Oliver Wendell 
Holmes in an important judicial decision declared to be 
the practice of “knaves.”’ 


A Large Size Egg Beater 


A hotel or large family size egg beater 
is now being manufactured by The Taplin 
Mfg. Co., New Britain, Conn. The No. 
579 as it is known, has been designed to 
meet the increasing demand for a beater 
that is larger and stronger than the ordi- 
nary size. The uses for a heavy beater 
are many and the company claims that the 
No. 579 is the most efficient large size 
beater made. 

It is 15 inches long and is of the double 
dasher pattern. The drive gear is firmly 
held in place and cannot pull away from 
the pinions. The framework is of tinned 
iron, making a lustrous and rust proof 
finish. This beater has a special white 
handle which affords a firm grip. Packed 
six to a box. ; 
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W STAR HEEL PLATES 
NEW No. 250 E SET “PIONEER BRAND” 


ith They have stood the test for over 25 years, and have 
octet been and always will be superior to other brands. Why? 


COLONIAL TYPE ESCUTCHEONS Because they are made of the very best annealed malle- 


able iron and are larger and heavier than other brands. 
Why this set appeals to Home Builders Send us your order today. 








1. A beautiful 
sparkling knob, 
24%” octagon, 
special Ilco_ sil- ; 
vering process. No. 6 

2. An impres- 
sively designed 
escutcheon plate. 


No. 5 


3. Less screws 


less time taken They 
to install. 
sell 

4. Tue to the 
position of the and No. 4 
screw __ holes, il 
longer screws ™ 
— be used, and 
offering greater 
stability. sell No. 3 


5. Our stand- 
ard No. 250 
Mortise Lock. 


No. 2 


6. Priced right 

allow us an 
opportunity to 
quote on your 
requirements. 


Fitchburg, Mass., U.S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass STAR HEEL PLATE co. 
Knob Sets, Key Blanks, Auto Switch Keys, Hardware LOUIS SACKS, Ine. 
Specialties, Key Cutting Machines, Etc. Newark, N. J. Us. Sk 


STAR’. 


SUING No. 1 





No. 0 











Make Show Cards This 
Newer, Better Way 


The old method of making show 
cards, price tickets, and window 
streamers was to pay a card 
writer high prices, and in most 
cases you would have to supply 
him with a fair-sized room 
where he could clut- 
ter it up with empty 
paint cans and 
help add to 
your over 
head. The 
modern 
way to 
handle this 
show card 
question is 
to find an 
out-of- 
the - way 

Re space about 
three feet by four feet, and put a Stencilor there. When it isn’t 
in use it is out of the way and compact. Being mechanical it 
makes no mistakes and every letter is perfect. A school boy 
















Colored Folding Furniture 
Peerless is its name! 


Sales on these colorful, comfortable, serviceable Folding 
Chairs (Known as No. 35) have been tremendous. Get 
your share! Sell for homes, town and country clubs, 
motor boats, camps and even offices. Can be folded two 
ways. Hardwood frame, varnished, or in these popular 














colors: Chinese Red, French Blue, Jade Green and Orange. - ey ass : : » arr PAlE WT 
With Canvas color, Olive Drab or striped patterns in ee Pickets cater Cate Ai pt BD, ae te 
vivid or conservative combinations. With or without TQ THE MINUTE WITH THE STENCILOR IT IS 
tinge. May Wo send semipiet or sssertinedcs STANDARD EQUIPMENT WITH CHAIN STORES AND 
e oO" . ; >ScCri ive af rices anc ¢ _ . c se 
—and the No. Ti Series cx come Descriptive foldef, prices and samples of work sent 
Another choice seller is opr No. 11 Peerless Reclining ; aa 
Chair. Adjustable to four positions. Folds flat. With LA rand Ave. 
footrest and arms, with arms but not footrest and with- DISP Y MATERIAL COMPAN St. Paul, Minn. 
out either. Fancy Stripe cover. You can sell ’em in ' “Attach this coupon to your firm letterhead ' 
Aroves this summer: uk 2 , Send to your nearest office— 
eS ft Se ae i te eee DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn. 
Folding Chair. Peerless Line. — — Display Material Co., 191 Pearl St., 
ew York, N. Y. 
TUCKER DUCK & RUBBER CoO Canadian Agents, Display Material Co., Ltd., 11 Inkerman 
. St.. Toronto, Ont. 
Manufacturers FT. SMITH, ARK. Please send me without obligation a copy of your book, 
“How to Make Signs.” 
TUCKER—Fort Smith, Ark. D-14 EE ADs ieee le i <eee asin A Ape ae oan Wau debi naeh mate dees 
Send Samples and Prices Firm 
(1 No. 35 Peerless () No. 11 Reclining Chair es BR ng ae Dati hs Maia is Baer 3 abe i (oak 
(Catalog Ad a cone caret o nits Ke he es cane dna de eee eenennas 
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The highly-efficient Allison Electric 
Refrigerator is backed by ample 
resources and the most unusual, strik- 
ing and effective advertising and 
marketing plan ever launched for an 
electric refrigerator. 


THE REMARKABLE NEW 


ALLISON 


DOMESTIC ELECTRIC REFRIGERATOR CORP. 
Two West 46th St., New York City 











SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependable 
tools, sell with little effort, which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 
Butt Beveled Edge, 
Regular Beveled Edge, 
Socket Chisels. 


We carry a full line of 










—— SWEDISH Made TOOLS and HARDWARE 
E. A. Berg Order from your jobber today, or write 
Manufac- 


SCANDINAVIAN WESTERN 
IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N.Y. 


Minneapolis, Minn., Montreal, Can., 
Seattle, Wash. 


turing Co., 
Ltd. 


Eskilstuna, 
Sweden 











SO-BOSS COW HOBBLE AND 
TAIL HOLDER 


Dealers everywhere are making real profits by 
selling the genuine So-Boss Cow Hobble. New 
sales records are being established every month. 
Attractive So-Boss counter display and other 
sales making material now available to dealers. 
Every farmer and dairyman is a prospect—in 
large demand wherever cows are milked by 
hand or machine. 


So-Boss has no 
Pee te burn _ 
wear out, 


butekles to — or ia 
n 

not injure and will last SIMONSEN IRON WORKS 

indefinitely. A Sioux Rapids, Iowa 





- PIPE TOOLS 


Established 1887 


Not the or- & 
dinary type = 
or quality ut 


b 
line of individuality 
and merit that 
means satisfied = 
tomers and increased 
volume of business. 


Send for Catalog and Discounts. an 
HOLLANDS MANUFACTURING CO., Erie, Pa., U.S. A. 
A. C. Eck Co., 1103 Post Street, Seattle, Wash. 


A. C. Eck Co., 91 No, 2nd Street, Portland, “7 
Henricks & Howell, 41 Murray St., New York, Y. 
Boyd-Wagner Co., 1302 W. Washington Bivd., Chicago, Til. 
F. Bacon & Co., 131 St. Paul St., West, Montreal, Canada. 


















Psychotherapy to Date 


RIGHT, colorful kitchens will minimize indigestion 
and inspire housewives with high epicurean ideals. 

—Recent news item. 

When I feel defeat’s oppression and the blues are hold- 
ing session, 

When my temper’s like a Hessian and the day has lost 
its sheen, 

I fly not to my neighbor’s to retard her urgent labors, 

Nor do I try the theater, nor seek the silver screen. 


But I hie me to the kitchen, to that realm anew be- 
witchin’, 

With its gay parterres of skillets and its multicolored 
pans ; 

And that brave display chromatic acts upon my spirit’s 
“static,” 

As with feelings approbatic its concordant tones I scan. 


Then I grasp a red egg-beater and my stagnant blood 
flows fleeter, 

And the tang of life grows sweeter as its rosy arcs I 
view ; 

And when I cease to whisk it, some lightsome, fluffy 
biscuit 

I slide into the oven in a pan of heavenly blue. 


Then the dolors switfly vanish, all the demons black I 
banish 

As I cream my onions Spanish in a yellow casserole ; 

And a scarlet percolator on a mauve and orange waiter 

Routs each doldrum imp and satyr from the confines of 
my soul. 


And when a fresh, crisp salad as harmonious as a ballad 

On a platter greenly-pallid as the water in a pool, 

To the board I bear serenely, my demeanor grows more 
queenly, 

For I feel its beauty keenly in some depth remote and 
cool. 


So I joy in the revealing of this painless, drugless heal- 


ing, 

But I have a kind of feeling that the doctors don’t 
agree— 

That this fee-less restoration brings a hectic consterna- 
tion, 


And their private conversation is not flattering to me! 
—Eleanor M. Denny. 





Gates All-Rubber Apron 


The Gates Rubber Co., Denver, 
Colo., is manufacturing and 
marketing through regular job- 
ber channels, a new all-rubber 
apron. This product is fully 
acid-proof as well as water-proof. 
As it is not subject to destruc- 
tive attack as is a rubberized 
fabric apron, soon as the rubber 
coating wears through, this 
apron ought to find favor among - 
battery men, car washers, etc. 
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The Changing Competition Must 
Be Met by Group Action 
and Thought 


(Continued from page 53) 


rests with the individual. He must study and seek those 
paths which he can best travel to success. The small 
dealer cannot hope to compete in ventures that require 
expert opinion and large outlays of capital, but he can 
and may compete successfully for business that is within 
his range. The hardware store of today is a definite 
factor in the field of hardware distribution. To continue 
to be that factor it must constantly study what will make 
the greatest customer appeal, by either observing what 
others have done to succeed or by creating original 
methods that will attract attention. 


The one important thing the dealer must 
realize is that the greatest help will come 
from himself and that he should not wait for 
some other trade factors to make adjustments 
that in his judgment are highly essential to his 
individual success. \ 


It is all too true that there are factors in hardware 
distribution who have given as little thought to a solu- 
tion of this problem as he himself has, but there are 
wide markets to choose from and the lines of mer- 
chandise available to him are almost unlimited and he 
will find by a close study that there are many items 
which the public is able and willing to buy, and is only 
waiting for this merchandise to be presented to it in 
a way that encourage in it a desire to possess. 

What we regard as our exclusive troubles are being 
shared by every kind of business in this country, and 
when I hear of the troubles of other industries with 
limited lines, and think of the almost unlimited field that 
the hardware man enjoys, I cannot help but think that 
he is very fortunate in being established in a business 
that has such wide possibilities. The solution of every 
problem reposes almost entirely in the study, thought 
and action of the individual. 


Colored Lamps Used to Decorate Homes 


HE custom of having trees and shrubbery surround- 

ing residences, illuminated at Christmas time has 
undoubtedly been the cause of home owners decorating 
the exteriors of their homes with these same small 
electric lamps on and around the Fourth of July. De- 
pending on the red, white and blue lamps for the main 
decorative motif, the lights suggest the use of patriotic 
color designs for a safe and sane celebration of Indepen- 
dence Day. Patriotic societies and community groups are 
extending this idea of individual decoration to the illumi- 
nation of city parks and pyblic buildings. Merchants 
have been just as quick to adopt this method of illumi- 
nation and in many cases unite to make their street a 
fantasy of color. 

Another reason for the popularity of this method of 
decoration is its inexpensiveness. Frequently the strings 
of lamps are staple decorations in the household, having 
been purchased for Christmas illustrations and for va- 
rious parties. These can be used and plugged into porch 
. sockets. When hung up over doorways, along railings 
or concealed in bushes, etc., the lights add greatly to the 
attractivity of a house, and when several houses adopt 
the idea, whole communities may vie with each other for 
first place in the field of decorative honors. 












THE DOLLAR 


ACM E ICE CREAM FREEZER 


Few products in your store can match the 
attractive display value of ACME FREEZ- 
ERS. All but the dollar freezer 
are enameled-galvanized, and 
that also is bright and attrac- 
tive. 

















Retail at: Bright Galv., $1; 
2-qt. and 4-qt. Enam.- 
Galv., $1.25 and $2.25; 






pint ACME, Jr., 60c. 








Quality and 


durability are 
combined in 
our 





Drop- 
forged, correctly heat treated, machine 


which sell at popular prices. 


hollow ground, blades highly hand 
polished, with royal blue baked enamel 
handles. Packed 2 pair in attractive 
three-color display container. Write 
for trade-prices. 


Bergman Tool Mfg. Co. 


1573 Niagara St., Buffalo, N. Y. 
th S24 











Reg. U. 8. Pat. Ort. 











TISIT, the Liquid Solder 


—has hundreds of uses in every home 
and is establishing sales records in thou- 
sands of stores throughout the country. 


$4.00 per dozen in attractive self-selling 
display carton. Retails 50c. per bottle— 
$2.00 per dozen profit. 


Ask your jobber ér order dozen directly 
from us, giving us your jobber’s name. 














Letellier Laboratories, Inc. 


Manufacturing Chemists 


119 Main St. E. Rochester, N. Y. 

















The Carton Sells the Handle 





“Seeing is Buying” when you display American King 
Handles in the new transparent display envelope. 

No better handles—finest quality, hand shaven selected 
hickory, air-dried, Axe, Hatchet and Hammer Handles 
all sell faster packed this way. 


Write for prices 


AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 
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The Old Time Hardware Store 


Back in 1885 in Filo Smock’s hardware store in Sleepy Hollow, 
they used to sit around the stove and swap stories. 


“Nothing to do till tomorrow” was the slogan in those days, 
and tomorrow never came. Customers were few and far be- 
tween. 


How time has changed hardware business methods. Now it’s 
copper store fronts, attractive show cases, modern shelving, 
beautiful display racks and window displays that are “The 
talk of the town”. 


The only stories they have time for now are the merchandising 
stories and the window display suggestions that appear in 
Hardware Age. 


The ideas they get from these stories and window displays 
MOVE the merchandise. 


Hardware Age 


239 West 39th Street, New York, N. Y. 


at 











HARDWARE AGE for JUNE 7, 1928 





Allith 


There’s Profit Here 
for You! 


Every ‘“‘gasoline alley’’ has many monuments 
that testify to the story of false economy. 


And every monument a sales opportunity 


for you. 


Old doors, as well as new, can be 
equipped with A-P Folding-Sliding or 
Round-a-Corner Garage Door hard- 


ware. 


So here’s a thought for this Spring 
—-send a salesman on an inspection 
List the garage doors that 
Call the 


owners on the ‘phone. Profit- 


tour. 
need new hardware. 


able sales, quickly, easily, eco- 
nomically made, should result. 


But first of all—make sure 
you have Allith’s new Cat- 
alog No. 97. If not, write 
for yours today. Be fully 
equipped to falk intelli- 
gently on garage door 
hardware when pros- 
pects call. 


Allith-Prouty Company 
DANVILLE ILLINOIS 


Fire Door Hardware 
Overhead Carriers 


Manufacturers of 
Rolling Ladders 
Spring Hinges 


Garage Door Hardware 
Door Hangers 
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Water Cooler Sales 
... now in Full Swing— 
Are You Getting Yours ? 


The season is here and water coolers are selling 


freely. The warmer the day .. . the quicker 
the sale. But back of all these sales is the good 


sound “drink more water” propaganda that is 
constantly being spread by insurance companies 
and medical and health associations. 


Every business house, office or factory can use one or 
more Cordley 20th Century Water Coolers. This is 
your active sales field today. Have you coolers on hand 
for immediate action? Ask your jobber or write us 
direct for full information and prices. 


CORDLEY & HAYES 
10 Leonard St., New York 


CORDLEY & HAYES 
10 Leonard Street, New York. 


Please send full information about 1928 Cordley Water Coolers with 
prices and plans for me to cash in on the aroused interest in drinking 
more water. 
ae eee 
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DEMOCRAT or REPUBLICAN 
WET or DRY 


Be Sure Your Order Reads 


BABCOCK SPRUCE LADDERS 


From Air Dried Lumber 


ft}, 1 W. W. BABCOCK CO. Bath, N. Y. 


em 
LiL: 
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wee . LANDRETH’S 


a << : Ge:" Garden and Flower Seeds 
y. Mixed Lawn Grass 


~ 
if y / 
y Now is the time to place your order for 


Fall planting for such seeds as Turnip, 





iA 





Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 


Which Hod Would You home Gane. 


Rather Carry? 1928 CROP 
If you had to haul mortar for a living you : Before baying for rye after 1927 crop, send us a 
certainly wouldn’t want to carry a hod that a ee ee er re peta howd pg 


dripped water all over your shoulder. the proper time. 


You would choose a Never Drip Steel Hod 

with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have iat toon 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair 
prices, we would not have 
existed so long. 


Business Established 1784 


D. Landreth 
Seed Co. 


Bristol, Pa. 


























SILVER 
LAKE 


Clothesline & 


Solid braided ih .% 
100% cotton. Sold |, 
in the hank or on Rs 

L 


metal reel,—alllines | 


have handy metal [34 
loop. , 
SILVER LAKE Co. 
Newtonville, Mass. i 























HARDWARE AGE for JUNE 7, 1928 

















Armored Construction—Means Protection. 


ELL your customers The Green Line 

Armored Tool Cases—complete protection 
for tools. Built of wood, armored with steel 
riveted in place, these sturdy cases withstand 
long wear and even abuse. Every user of tools 
near you is a good prospect. At all good job- 
bers. Write for catalog and sales literature. ‘ 




















GREEN-CASE, Inc. No. 90-32—A fullsize,carpenter suit | 


Racine, Wisconsin case chest. Has full length parti- | 
Chicago Office Eastern Office = pe oy 
Surpless Dunn & Co. 89-91 Warren Street Will accommodate square. Size 16 


: 
tioned tray, level and saw brackets. | 
34 No. Clinton St. New York, N. Y . x 634” x 32”. | 












































(STEEL) 
MEASURING TAPE 


covers a larger field for 
measuring tapes and can 
be sold with less effort 
and at a greater profit 
than tapes not possessing 
its unusual features. 








._ KEUFFEL & ESSER Co. 
ABW YORK 27 Pela Oxnamd Ofice ond Foeterves SOBOKEN, N.S. 


a — ee 


ensuring Tops 




















[UFKIN TOOLS 


" SUPERIOR IN QUALITY AND DESIGN 
Winning Their Way with Mechanics and Dealers to the High 


Position Held by 
[UFAIN TAPES “° RULES 
= i oe ~ 


= —— Ja 
THE [UFKIN fPULE C0 
SAGINAW, MICH. NEW YORK 


D 





We offer also 
GENUINE STAINLESS 
STEEL TAPES 
Send for 
Catalog No. 11—Tapes and Rules 
Catalog No. 5—Tools 
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& HAROWARE " 





BURNS IN ANY POSITION 
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How much of the rent 
i.) Do Your 
: Window Displays 


condition of service, WALL DREADNAUGHT Blow 
Torches are positive in operation. In addition, many 
other vital features make them truly “service-with- 
safety” torches that not only bring you greater profits ay 








but that result in repeat sales and no complaints! Sold 
only through distributors. 


P. WALL MFG. SUPPLY CO. 
3126 Preble Ave., N. So Pittsburgh, Pa. Do you use your windows 
Since 1864 
merely to let the passerby 


Wall DREADNAUGHT 
know you sell hardware, 
BLOW TORCHES or do you put them to 


work as “Silent Sales- 
Sriictes My. 1 iat men?” You know a real 
on Top p< ee salesman is much more 
: , a a valuable than a_ mere 
“Order Taker!” Why 
not put your window dis- 
plays in the selling class? 











\ \ ___) 





pf / 







Your files of Hardware 


No. 17 





Large 


Items Age describe and picture 
many window displays 


DIVIDEND S that have made money— 


YOU CAN MAKE ’EM WITH THESE . « 
DOUBLE-DUTY SALES TABLES disp lays that , Pay the 
Rent” and bring about 


Are you trying to sell 1928 Hardware with 1898 display 


equipment? The hardware merchants who are making the much sought Rapid 
money have up-to-date sales tables and fixtures. They T 
increase sales and save time. Let us help you meet chain urnover. 


store competition. 


H EF LLE R Put these ideas to work! 


Business Building Store Fixtures HARDWARE A 
Check the items you are interested in, 
ca i od and “eat ets: TW. C, HELLER & CO. GE 


O Rall ‘Counters Display Door 700 Bryant St., Montpelier, Ohio 239 West 39th Street 
Wall Cabinets New York Office, 20 Vesey Street, 
O Price Tickets for 
6-7-28-59A Display Tables Suite 500. . New York, N. Y. 
Write name and address in the margin below. 


a eee a 
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Grinder 


Should be a good 
staple seller in every 
store—for house- 
hold use and small 
tools. 

















A mighty good 
quality grinder to 
sell at a price. 


4” x 1” Wheel 
$2.50 List 






Why not get ac- 
quainted with the 
“American Line” 
by trying out a lot 
of this snappy sell- 
ing item. 






5” x 1” Wheel 
$3.00 List 







Dealers: Buy them of your jobbers—it will pay both 
Jobbers and Dealers to get posted on the advantages the 
American Line now offers. Write for complete details. 






The Milwaukee Circulating Pump & Mfg. Company 


331 Ninth Street Milwaukee, Wisconsin 






The heavier sizes 
of Superior Hex- 
agonal Netting are 
being used exten- 
sively for residen- 
tial fencing and 
many other  pur- 
poses. 


This product is 
ideal for this use 
because of its uni- 
formly even mesh 
and perfectly 
straight selvage. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 











em 


CHICAGO 
SPRING HINGES - 


(A Type for Every Requirement) 


7" 








“Triplex” 
Spring Hinges 
For 


Lavatory Doors 





Adjustable 
Clamp Flange 





Type 2242 


The surest way to increase profits is by reduc- 
ing expenses. 

Type 2242 lavatory spring hinges will eliminate 
any extra labor and expense of cutting partitions 
or using shims if thickness varies. 


Send for Catalogue No. H-42 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 


U. S.A. 














GRAND RAPIDS 


ALL-STEEL 


SASH PULLEYS 





oF4 o*" ae Ne 
ot sam see ~~ 
93 $ ‘ Pe 
oe ie > ee mnt oe x 
per we ye ge ow 
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Standard TireValves and ValveParts 





THE Ditt Merc. Company 
Cleveland, Ohio 


Manufactured in Canada by The Dill Mfg. Co. 
of Canada, Ltd., Toronto, Ont. 





Makes a tight 
joint with a 
very thin film. 





Rubyfluid fluxes perfectly and 
makes a tight joint with a very 
thin film of solder. 


The most economical flux for all 
metals. Sample free to Dealers. 


RUBY CHEMICAL CO. 
68 McDowell Street Columbus, Ohio 





Look for the full name 
Russell Jennings 


rie teel ore MesaMe selon celtle\e ine) arsit tc 


Auger Bits 


The original double twist auger bit, patented by 
Mr. Russell Jennings in 1855 


Russell Jennings Mfg. Co. 
Chester, Conn. 








CONSTRUCTION 


_ the new SNELL Construction Bit 


Shiffe - stronger - tougher 


Write today for illus- 
trated folder and price 
list on this fast sell- 
ing item. 


Snell Manufacturing Company, Fiskdale, Mass. 
Sales Representatives: 
John H. Graham & Co., 113 Chambers St., New York City. 

















KIMBALL 


HAND POWER ELEVATORS 
Fficient- Quick Rising 


OW, a hand power elevator which 
you can purchase complete in every 
detail, to the sawing and fitting of every 
joint and drilling of every hole, making 
its installation merely a matter of your 
bolting it together. Fitted throughout 
with roller bearings. 
Easy to operate--- 
quick rising, low 
" cost. 


Write for Pamphlet 
and Prices 


Kimball Bros. Co. 


1117-41 9th St., Council Bluffs, la. 


































A Really ADHESIVE Tape 





SLIPKNOT 

Friction Tape 

does more = + 
than “stick” a ss = 
—~it HOLDS — Taian 
everlastingly. f FRICTION 
Other fea- TAPE 

tures are: 


High tensile 
strength. No 
pin holes. 
Can be ex- 
posed to any 
weather con- 
ditions with- 
out deterior- 














ating. Will | | | 
hi h t : eae 

pass ug es Hi ‘ia~ Senor 

Electrical ilk wnezey FRICTION TAPE 

Efficiency i = —_ : uncn Comoan 

Tests. 





Guaranteed to Hold—Cannot Dry Out 


Put up in 1, 2, 4 and 8 oz. rolls in Orange and Blue 
packages. Counter Display Carton for one ounce 
and two ounce rolls. Also manufacturers -of Rubber 
Heels and Composition Taps. Write for interesting 
prices. 


PLYMOUTH RUBBER COMPANY, Inc. 
1000 Revere St. Canton, Mass. 
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(> BOLTS “> NUTS 
(18) CAPSCREWS 


in Big Business 


FOSIER 


Personal Service 





Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 


Unien Ave. and E. 72nd St. 6249 te 6265 West 65th St. 
Telephene Breadway 840 Telephone Hemlock 4484 








TRADE MARK REG.U.S. PAT. OFF. 


Eacu year sees Sun-Red Edge more firmly 
established as the finest screening on the market. 


REYNOLDS WIRE Co. 


DIXON, ILLINOIS 











Robertson “Horseshoe Magnet’ Hammer 


THE HAMMER 
HOLDS 
THE TACK 

















The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 


Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. 


Sole Manufacturer 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 











MILLERS FALLS x e 
wey Good Displays 
oS One of 12 that are making sales 


every day for thousands ot 
Millers Falls Dealers 


12 BIG LINES 





Braces Levels 
Hand and Breast _pjain Screw Drivers 
Drills 


Auger Bits and 
Expansive Bits 

Bit Extensions 

Nail Sets and 
Punches 


Hack Saw Blades 
Hack Say Frames 
Automatic Tools 
Electric Drills 
Mitre Boxes 


Brace Display No. 600 


MILLERS FALLS Co., Millers Falls, Mass.,U.S.A. 








Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trfmmers’ and Upholsterers’ and Plumbers’ 
Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog. 
Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 





4 
(Lesa 


TRACE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


NY.) s On LO) 280) 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS - COTTON TWINES 





;Seeeaeeeeeeeeaesaegu een ees ene eres Cee ese sees st 
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SERVICE 
DISTINCTION 


QUALITY 
UNIFORMITY 


“LENOX” 


HIGH SPEED 








@ (LENOX) 














j » =. 
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HACK SAWS 
“She Sooty in the Plaid Bor” 


AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW DRIVERS — GLASS CUTTERS 





FReSSES ESAS: k's 











See SESE 8444444444444 4%4% 
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» hl ie ee eee ee 








4GAANAAWAAWA VAS 
VAANAWR EMA EN 














HARDWARE AGE for JUNE 7, , 1928, 








Your Customers’ First Choice 
“ALWAYS RELIABLE” 


Furnaces and Torches 


You should have them in stock so 
as to guarantee prompt deliveries to 
your trade. 

No. 30 furnace, shown here, is a 
new style. Ask for circular describ- 
ing the 12 improved features, The 
most practical furnace of its kind on 
the market today. 

Order through your regular dis- 
tributor, or mail your order to us 
with their name. 


No. 30 with 6%” antera OTTO BERNZ CO. INC. 


No. 32 with 9%” shield 17 to 37 Ashland St., Newark, N. J. 





Covered by patents. 


MOE’S POULTRY SUPPLIES 
































“Moe’s Line” is a distinctive high grade line of Poultry 
Equipment. Moderate in price, and popular with poultry raisers. 
Nothing better made. Write for Catalog and prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, Iil. 











A Lively Profit-Maker for You 


The modern way to keep 
recipes is in a card file, and 
the favorite of these is the 
Polly Prim Recipe Cabinet. 
Has patented card holding 
device which _ eliminates 
handling cards with doughy 
hands. Made of steel, fin- 
ished in red, green, yellow 
or blue enamel. Polly Prim 
retails at $1.00. It is an easy 
seller because of its useful- 
ness and because it is na- 
tionally advertised. Write 
for details and prices. 





Finished in 
Popular Colors 


PATENT NOVELTY CO., INC., Fulton, Iil. 














KEEP YOUR LAWN MOWER SHARP 


Tell this to your customers and make 
an extra profit. The BERGHMAN 
LAWN MOWER SHARPENER is 
designed to sharpen all types of 
mowers and guaranteed to do so 
correctly. Full nickel plated steel 
body, forged bolt and wing nut, oil 
tepppered springs and an abrasive 
stone of the highest quality make the 
BERGHMAN a sharpener your cus- 
tomers will be glad to buy and to 
recommend. Nationally advertised in 
Better Homes & Gardens and in de- 
mand everywhere. Retails for $1.00. 


Send for sample order of one dozen in attractive display 
box and start selling now. 


B. Berghman Co. 
5737 W. Chicago Ave. 
Chicago, Ill. 


New York Representative 
D. M. Feder, 
132 Clymer St., Brooklyn, N. Y. 





Btyle A Style B + ge 
Straight Cut Straight and End Cut Straigh Cut 
with Nut Poplitier 


CAROLUS CUTTERS 


Handy, time-saving tools for every shop. For splitting rusty and jammed 

nuts or for cutting bolts—either straight or end cut, with nut splitter. 

Three styles, all sizes. Tool steel jaws; poe cutting edges. 

If your jobber cannot supply you one, us direct for literature and prices. 

CAROLUS MANUFACTURING C Sterling, Illinois 
Sales Representatives—Surpless, Dunn & Co 


New York Chicago 




















The 


Strongest fadloct LverBult 


Master Lock Co. 


Milwaukee Wisc. 





BRS CUSHION TIRE 












































Zz 

7 -\STORE LADDERS 

==: se 

== =— Insure perfect shelf service for any A 

== — line of merchandise. Deep tread steps, // 
ees = properly spaced, with convenient tf y 

—S Cay length handholds on both sides of ] 


/ 
F 


via 


ladder permit mounting or descending 
with ease. Both hands free to remove Wy 
or replace stock without danger of fall- 

ing. Cushioned Tired Trolley and Truck Wheels elim- 
— 24 and prevent vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock purposes. One style— 
neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. 


me FE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


/ 








Want a Position? 


When hardware concerns want experi- 
enced help they naturally turn to the 
“Positions Wanted” column of the busi- 
— paper that dominates the hardware 

eld. 


That paper is HARDWARE AGE. 
When you want a position—use the 
HARDWARE AGE _ Classified Oppor- 


tunities Section. 








a 
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BULL@ FROG 
WHEELBARROWS 


Exclusive features of design and construction put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other , 
Buli Frog barrows, carts and scrapers for every garden, 
farm, mill, mine, contracting and industrial use. Write for 
catalog. 








Reg. U, S. Pat. Off. 


UNDERHILL 


* 
Boston 


Trade Mark 
















The first hatchets for the especial use 
of Lathers were made in our shop in 
Boston under the Underhill Star Boston 
trade mark. The Lathers know these 
hatchets as the genuine Underhill. 


UNDERHILL BROS. 
WINTER HILL STATION 
Boston, Mass. 

Sales Agents, Surpless-Dunn & Co. 
Chicago—New York 


Regular St. Paul California CONVEX 
Chicago St. Louis Montana HEAD 


THE TOLEDO WHEEL- 
BARROW COMPANY 
Toledo, Ohio 


Branch Office and Warehouse 
Chicago 
Wacker Drive 








69 E. 

















Style H 

White Enamel 
Household 
Thumbtacks 


In Attractive 
25c Boxes 


24 Boxes to Carton 


BURNLEY || na 


: HITE Tey, 


The Soldering 
Paste that has 
satisfied cus- Sones bane 
tomers for over — peyezyeniy} 103 puog 

| NI a>. 4s folder and Price 
23 years. HOUSEHOLD THt List of every kind 


THUMITACKS 
















SOLDERING PAS! 
and Moore Push- 


Moore Push-Pin Co less Hangers. 


BURNLEY BATTERY & MFG. CO. Ait Mn ie 


Every Home. 


NORTH EAST, PENN. . deg ey ___] Est. 1900. 













tare A 
THUMBTACKS of Thumbtack. 
Your customers ex- 
pect the genuine 
Moore Push-Pins 





Sample free. 
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WIRE PRODUCTS 


for every need 
Cambria Fence 
Steel Fence Posts 


Wire—Barbed, Barbless and 
Twisted; Processed, Bright 
and Galvanized 


Nails—Cement-coated, Bright 
Blued and Galvanized 


Wire Rods , Staples 
BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


BETHLEHEM | 


a 





OMS | 






RED DEVIL MEANS 
GLASS INSURANCE, 


Cts all inthe whe” 


LANDON P; SMITH, Inc. _ 
1165 Springfield Avenue, Irvington, N, J. 


5 (eta, 










= 
= 
= 
= 











“TVES”’ Patent Ventilating Lock ROV B NS) 
—_ x 





IMPROVED 


REG. U. 8S. PAT. OFF. 

Closes the Door for Customers 
Opens the Door to Profit 

for Dealers 

Size for size, not.a Door Closer 
Pe the market has the POWER 
this one—nor the CON- 
STRUCTION: it’s made right 
and works right ALL the time. 


Fits and operates ALL doors 








satisfactoril Ww t 
Manufacturers of =a Window 100% service and live te one 
guarantee. Our prices are 

“Quality Hardware Since 1876” worth ‘‘checking up’’ on. 

Look up this Door Closer—it’ 

Window and Door Specialties poge ate giao Ss 8 
t tal No. 40; 

THE H. B. IvEs Co. Heanor Saas om. = 

| New Haven, Conn., U. S. A. United Hardware & Tool Corp. 
y 72 Reade St., New York City 
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assified Opportunities 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


BOXED DISPLAY RATES 


Classified Advertising Rates 


Opportunity Exchange Section 1 inch 





Each additional inch.......... 


Positions Wanted Advertisements 


scence cee 50% off rates quoted 


«+2 4.00 





Address your advertisements and replies to 
Hardware Age, Classified Oppor- 





Set Solid, Minimum of 5 lines. -oaae 
Each additional line........... 


All Capitals, Minimum of 5 lines. . Bing 
Each additional line............ 80 


Average 10 words to a line 
Allow One Line for Keyed Address 





Samples of merchandise, literature, ie vn e- saes 


Discounts for Classified Advertising 
4 insertions, 10% ee 8 insertions, 15% 
o 


Remittance Must Accompany Order 


tunities, 239 West 39th St., New 
York City 


Harpwarp AGB is published each Thursday. 


Forms close Nine Days previous te date of 
publication. 











mg more than ordinary reforwarding postage should not 
box numbers. 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





WHOLESALE HOUSE HANDLING WOODENWARE, Paper, Hard- 
ware and Miners Supplies, located in Western Pennsylvania. Brick build- 
ing with railroad siding. Located in excellent business district, popula- 
tion two hundred fifty thousand, only house of the kind in this district. 
Have good reason for selling. Address Box H-984, care of HarpWare 


Ace, New York. 





FOR SALE—ESTABLISHED HARDWARE BUSINESS in one of 
Georgia’s larger and tastest growing cities. Offers a wonderful oppor- 
tunity to do a large business with a small initial investment. Address 
Box H-988, care of Haaowans Ace, New York. 





ESTABLISHED MANUFACTURER. OF LINE OF STANDARD 
HARDWARE SPECIALTIES, with well equipped oo in a good in- 
dustrial city in the Chicago Metropolitan District will consider consolida- 
tion in this city with similar concern on attractive basis. All negotiations 
confidential. Address Box H-971, care of Harpware Acz, New York. 





HELP WANTED 





HELP SPECIALISTS 


HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


FOR THE 


EVERY APPLICANT INVESTIGATED AND GUARANTBED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 


113 W. 42nd Street Bryant 7374-5-6 
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“What an Opportunity! 


“The largest whosesale hardware firm in the Metropolitan 
District requires the services of salesmen. We seek well- 
balanced, sane business men who not only know how to 
sell merchandise but who can assist the dealers in their 
merchandising problems. The men selected must have the 
following qualifications: appearance, personality, a knowl- 
edge of general hardware as used in retail hardware stores, 
loyalty, be a resident of New York Metropolitan District, 
own a car, and be willing to start with our Firm inside, 
with a training course of actually working in our buildings, 
learning our stock and laying out orders. The compensa- 
tion during the training period will be on a salary basis. 
If you are the type who seeks a permanent connection with 
a representative firm and can meet with all the above qual- 
ifications, write fully, to President, Masback Hardware 
Company, 82 Warren Street, New York City, giving a 
sketch of your career, by whom employed and the salary 
expected. (Only written applications will be considered.) ” 














WANTED—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition. GRAND RAPIDS WIRE PRODUCTS CO., corner 
First and Front, Grand Rapids, Mich. 





WANTED: EXPERIENCED BUILDERS’ HARDWARE MAN imme- 


POSITION WANTED—HARDWARE SALESMAN with large follow- 
ing in New England and New York—20 years’ continuous successful sell- 
ing experience to retail and jobbing trade. At present managing factory 
sales, but would like to make change by July 1st. 40 years old, married. 
Address Box H-977, care of Harpware Ace, New York. 





SALES EXECUTIVE WITH 12 YEARS’ EXPERIENCE in charge 
of sales, advertising and distribution. Thoroughly familiar with whole- 
sale hardware, mill supply, auto accessory and industrial trade, desires a 
connection with a manufacturer. Willing to locate anywhere. Opportunity 
“4 as — as salary. Address Box H-983, care of HArpwArE AGE, 

ew or 





POSITION WANTED AS MANAGER OR SALESMAN in hardware 
Employed 


store. Twenty years’ experience in general line of hardware. 
in Department Store in Chicago, desirous of getting out of Chicago. Ref- 
erences exchanged. Address Box H-990, care of Harpware AcE, New 


York. 





SALESMAN AVAILABLE—High class man open for connection with 
reputable manufacturer only. Territorial preferences, Canada, Atlantic 
States or Middle West. Highest references will be furnished. Address 
Box H-991, care of Harpware AGE, New York. 


SALES ACCOUNTS WANTED 











A MANUFACTURER OF 28 YEARS STANDING 


specializing in a very high grade line of special metal products, and 
selling to hardware, mill supply, plumbing and Panne Ave weeeen, is 
sirous of expanding their business through New York and New Jersey 

tory, by aeting as a distributor as well as a manufacturer. WHll consider 
an agency or dealers proposition on several active lines having outlet a 
this class of trade as well as public — and contractors. Address 
H-967, care of Harpwakp Acs, New York 

















diately. Must be competent to list hardware from plans and write speci- 
fications. Location Schenectady, N. Y. Address Box H-969, care of Harp- mY 
ware Ace, New York. 
POSITIONS WANTED EXPORT-SALESMAN, TEN YEARS’ EXPERIENCE calling on 
hardware trade in foreign countries seeking connection with American 





POSITION WANTED BY RETAIL HARDWARE SALESMAN, 
age 37, married, 7 years’ experience, managed retail store 5 years, 2 years 
mechanics in University, special knowledge of paints, good reference pres- 
ent employer. Seeking permanent position account family. Save time, 
write direct to CHESTER MONTROSS, 412 East Washington Street, 
Hoopeston, Illinois. 





manufacturer to look after interests in foreign markets; — English, 
yerman, French and Scandinavian languages. Address Box 973, care of 
Harpware Ace, New York. 





CAN TAKE ON ONE OR TWO more lines going to Jobbers and large 
Retail hardware in the Middle West. 25 years’ experience. Address Box 
H-980, care of Harpware AczE, New York. 

















HARDWARE 


AGE for JUNE 7, 1928 111 





Classified Opportunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 











Salesman, having 20 years personal contact with hard- 
ware jobbers in Pennsylvania, West Virginia, eastern Ohio 
and Kentucky, is desirous of adding one or two high grade 
lines to present small list. Valuable trade connections. 
Commission basis. Best of references can be given. Ad- 
dress Box H-102, care of Hardware Age, 1002 Park Build- 
ing, Pittsburgh, Pa. 














SALES REPRESENTATIVES WANTED 


SALESMAN WANTED, CALLING ON HARDWARE, Implement, 
and Mill Supply houses regularly, to sell, WIRE ROPE, MANILA ROPE 
BINDER TWINE from Manuiacturer’s stock in New York. Must have 
first class references and stand in good repute with his trade. To this 
man a fair commission will be paid promptly. Give your references and 
territory covered in first letter. Address Box H-978, care of HARDWARE 
AcE, New York. 











COMMERCIAL SALESMAN 


Bond house with headquarters in Chicago is doing business throughout the 
Middle West in_ representing General Market Bonds, including Railroad, 
Public Utility, Industrial and Foreign Bonds, desires to add men to 
its sales organization. Previous experience in the Bond Business not neces- 
sary. This opening, however, offers Unusual Opportunity to a Commercial 
Salesman, between 30 and 45 years of age, who desires to change his line 
in order to broaden ‘his opportunities and increase his earning capacity. 
Reply stating age, present position, and selling experience in_ detail. 
Replies held in strict confidence. Address Box H-975, care of Hardware 
Age, New York. 














HARDWARE SALESMAN WANTED—Experienced man to travel 
in Middle Western States for reliable hardware manufacturer. Address 
giving experience and age, Box H-982, care of HArpware Ace, New York. 





MANUFACTURERS of full line of household specialties want local 
representatives in all important cities to handle line on commission. De- 
partment houses, premium concerns are all big users. State experience, 
lines handled and territory covered. We want none but those who can 
“make good.” For such our proposition is an excellent one. Address 
“S. H.,” care of Harpware AGE, New York. 





SIDE-LINE SALESMEN—An established Sporting Goods Manufac- 
turer wants men, handling no more than four lines, to carry a nationally 
advertised specialty iti territory Southeast and Southwest of the Mis- 
sissippi. Trade is already well established in large towns. In answering 
state age, experience, lines handled and territory covered. Address Box 
H-985, care of HarpwareE Ace, New York. 





SALES REPRESENTATIVE WANTED: SALESMEN CALLING 
regularly on Hardware Mill, Machinery and Auto Supply jobbers and 
larger dealers to sell high grade line of Grinding Wheels. Fully guaranteed. 
Straight commission basis. Discounts right; full transportation or liberal 
allowance; bound to repeat regularly. Carry two small pocket size samples. 
Goodrich Grinding Wheel Co., 1500 West Madison Street, Chicago. 





REPRESENTATIVES WANTED EXPERIENCED IN HOUSEHOLD 


enamelwares to represent Ohio manufacturers in the States of Virginia, 
North and South Carolina, Georgia and also in Northern New York. / 
perinanent connection on a commission basis assured to producers. Address 


Box H-986, care of Harpware AcE, New York. 





TATIVES WANTED TO INTRO- 
DUCE a line of carpenters dividers, and pressed steel C clamps on a 
commission basis. References required. State experience and territory 
covered. Address Box H-987, care of HARDWARE AGE, New York. 


MANUFACTURERS REPRESEN 





SALESMAN WANTED—PREFERABLY WITH BUILDERS’ hard- 
ware training and experience for Minnesota, Iowa and Wisconsin. Men- 
tion former connections and compensation desired. Allith-Prouty Company, 
Danville, Iliinois. 


COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York City. 








GOODELL-PRATT COMPANY 


Se elt WL ad 


GREENFIELD, MASS.U.S.A. 


Rol OlOM Cl Ole) Oe cele) e— 


“GOODELL ~ PRATT 








Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 


your sales, 
Made only by 
ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 





Plain or enameled 
in colors 


STRATTON 
HANDLES 


Fer Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO: Stratton, Maine 











Seymour Smith “Handy Grass Shears” 


A complete line of 
Grass Shears, 
Pruning Shears and 
Tree Pruners. 
ABSOLUTELY 
GUARANTEED 
Send for New 
Catalog. 





Manufactured by 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 


Sales Representatives: John H. Graham & Co., 113 Chambers St., New York 


“I Make the best Hammer” 


D. Maydole, 1843 





The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 


THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 














TAINTOR POSITIVE SAW SET 
“Natural Grip” No. 27 (New) 
The “Last Word” in Saw Sets. 


Yes, indeed, we still make our No. 7 
and 7%4 models. 


Taintor Mfg. Co., 113 Chambers St., N. Y. City 





Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quali 


CALDWELL MFG. CO. | 





52 Industrial St. Rochester, N. Y. 
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TWISTAR DRILLS 


Trade-Mark 


It’s All In the Twist 


Your attention is directed to the peculiar 
twist of TWISTAR Drills and the Special 
Alloy DROP FORGED Steel used in 
their manufacture. This steel is called 


KILBORN STEEL 


—the toughest steel known. Due to this 
twist, TWISTAR DRILLS clear them- 
selves of chips better than any other 
type of Star Drills. This feature is 
quickly recognized by mechanics and 
makes TWISTAR Drills fast sellers. 
Dealers find them the fastest selling 
Star Drills they ever stocked. Thirteen 
sizes: 14” x 12” to 1” x 24”. 
We are the originators of TWISTAR 
Drills. THE GREEN LINE 
includes Punches, Box Hooks, Drills, 


Cold Chisels, Screw Drivers and many 
other tools. 


Send for Complete Catalog. 


THE 








KILBORN &BISHOP CO. 


New Haven Conn. 
Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. S. Pat. Office 


KILBORN & BISHOP CO. 





To Sell More 


DETROIT TORCHES 


were today for a supply of these attrac- 
tive new folders which illustrate the entire 
Detroit Line in color. Place your imprint on 
the back and distribute them among your cus- 
tomers—an increase in your torch sales is cer- 
tain to be the result. 


-onenre ero ere 


TORCHES @ FIRE POTS = 


DETROIT TORCH & MFG. CO., DETROIT, MICH. 
New York . B.S AlderCo. - - Warren St. 
Pan P. ‘aw _— Bid in Francisco 

Gallager : lain Conn 
Washi Bled. 


O.C. Andersen 
Grant-Chater Co 415 Metropolitan Bldg. Toronto 





































L t CONES TSILENCE 


4 ang 
FREE Vo) lal 


Display 
Cabinet Work for You 


Ask your Jobber for one. Station it in 
a conspicuous place in your store. Keep 
it there where it will WORK for you. 
Watch customers stop—look—and buy. 


DOMES of SILENCE 


It’s a real silent salesman—a 
handsome STEEL cabinet 
that makes sale after sale— 
makes a small item a source 
of steady profit due to fre- 
quent repeats. 








If your Jobber cannot supply you— 
write us dtrect. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street, New York City 








HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 











“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction sim- 
ply because of improper sharpening. These dealers, 
by installing an IDEAL LAWN MOWER SHARPENER 
and sharpening the mowers themselves, render a much 
wanted service to their customers, and make liberal 
profits themselves. 


$1.50 to $2.00 PER MOWER—15 Minutes Work 


Any boy can operate the IDEAL. charge, $1.50 to $2.50 per 


Slip the mower into the IDEAL mower, is mostly profit. 
without dismantling, make a 


few simple adjustments and in The IDEAL SHARPENER §re- 











15 minutes the mower is per- 
fectly sharpened — every blade 
with a true keen edge. The usual 


quires little space, operates off 
a light socket, and its first cost 
is extremely low. 


Write for prices and full information. 
The Fate-Root-Heath Co., 701 Bell Street, Plymouth, Ohio 
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Manufacturers of Hodell Chains 
BULLDOG and SAMSON Coil Chain, BULLDOG Halter Chains, Tie Out Chains, 
Cow Ties, Porch Swing Chains, Hodell and BULLDOG Dog Chains and Leads, 
Hodell Sash Chain, Hodell Tire Chains and Hodell Tire Chain Service Stations. 





No. 75 Apartment 


Sash Chain 





HERE’S a little Folder 

which tells more about Ho- 
dell No. 75 Sash Chain that 
we'll gladly supply for you to 
mail out with monthly state- 
ments to your builder and con- 
tractor customers. It will help 
create a demand you can cash 
in on quickly. Can you use 
some of them? 
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DISTRIBUTOR 
ESTABLISHED 1843 


zmoe marx necerenso ST, LOUIS, U.S. A, 




















Shepleigh National Series No. 1285 








